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Entered as second-class matter 


Net Affiliates 
Find They Can't 
Stop Rate Cuts 


Group Asks Stations 
Whether to Continue; 
NBC Alternatives Tolc. 


New York, April 27—Having 
decided there is no way to fore- 
stall the networks’ move to lower 
radio rates, the special affiliates 
committee has called on affiliates 
to get together “to prevent a de- 
bacle in the radio industry.” 

At the same time, the group 
advised local broadcasters to sell 
radio for what it’s worth in their 
own markets even if it means rais- 
ing rates, proposed that present 
contractual! relations with net- 
works be studied, and character- 
ized the present unhappy position 
of radio as “initially a network 
problem. . .centered in New York.” 


@ This committee was set up by 
affiliates to try to hold the price 
line after Columbia Broadcasting 
System announced a general after- 
noon and night rate reduction of 
10% to 15%, effective July 1. The 
group, which was named during an 
unscheduled meeting at the Na- 
tional Assn. of Radio & Television 
Broadcasters convention in Chi- 
cago, reported on its work in a let- 
ter to fellow broadcasters after 
several sessions here this week. 
These included separate meetings 
with the top executives of the four 


Jan. 6, 1932. at the post office Chicago, Ul., 


: 


FOUR IN ONE—Beacon floor wax, Super 
Renuzit, Spandy and O-Cedar Dri-Glo 
all got together in this page ad in the | 
Philadelphia Inquirer April 26. Costs 
were evenly divided among them. | 


major networks. 

Reporting on the sessions with | 
the networks, the committee! 
wrote: 

“We were informed by CBS of- 
ficials that CBS had carefully con- 
sidered and appraised all facets of 
the situation before arriving at its 
decision and that advertisers had | 
been advised on the proposed re- 
duced rates and that...it was im-| 
possible to rescind the action. 

“Following the CBS meeting, | 
similar meetings were held ee 
officials of ABC, MBS and NBC...! 
There is no doubt in our minds 
that it is the intention of the net- | 
works to adjust station compensa- 
tion downward to meet a competi- 
tive situation and that those ad-| 

(Continued on Page 57) 


NBP Moves to Throw Membership Open to All 


Business Papers, Including ABC Members 


New York, April 26—The board 
of directors of National Business 
Publications Inc. today unanimous- 
ly adopted a resolution calling for 
broadening of the base of its mem- 
bership to include both paid and 
controlled circulation business pa- 
pers. 

The resolution was introduced 
at the board meeting here by 
Joseph S. Hildreth, president of 
Chilton Co. After its passage, he 


In This Issue 


AA Proposal to Set Up System for oaueh 
Ad Funds Hailed by U.S. Adme 10 
Ed Lamb, TV Station Owner, Says NCAA Ban 


said: 

“This fulfills a long cherished 
ambition of mine. And I have 
talked to enough paid publishers to | 
know that this action will receive 
enthusiastic approval from pub-| 
lishers all over the country.” 


s Russell L. Putman, president of 
NBP, and president of Putman 
Publishing Co., Chicago, called the 
move “a big step forward for bus- 
iness paper publishing. Advertis- 
ers and advertising agencies, as 
well as business paper publishers 
have long felt the need of a single, 
unified organization to represent | 
the business press.” 


on Live Telecasts Violates Law .......... 4 “It is the fundamental policy of 
—— oa A's Ad Test Does. our organization,” he added, “that 
AA Reviews Henri, Hurst & ‘McDonald's TV | well-edited technical, scientific | 
Film Time and Cost Production Guide - 44 and professional periodicals, ef-| 
by pte ey. my boggy eel 47 fectively distributed, by whatever | 
Fitch Lawsuit Testimony Discloses Fitch Sold method used, render an indispens- | 
neeeeaer" itn Taught "he Ore. Wookd | able service to business and to in- 
Pay Money for That Show’ 50 dustry. It is not circulation method, 
"gt mae ei m| but rather the type of service 
Video Set Manufacturers Begin to Show Ac- rendered, that determines how 
tive Concern over Size of Inventory . . 52 good a business paper is. In short, 
advertising values are determined 
Features by ‘who reads it,’ not by ‘how he 
Ad Market Place . 48 Info for Adver- sige 

Chain Store Sales ..32 __tisers ......... ag gets it. ; 
Coming Conven- In Washington ....20 “This action today was greatly 
tions... 2.00 37 Photaraphie fe. > | facilitated, I am sure, by the 
Creative Corner ....44 view - | unique membership feature of our 


Dept. Store Sales . .26 
Editorials 12 


Employe Communica- 

tions ... 45 a eeeet 34 
Eye & Ear Dept. 45 What They're Say- 
Getting Personal ..16 MP sascveteuses pr 


organization. Voting power in 

NBP is limited to one vote for 

each publishing organization, re- 
(Continued on Page 8) 


Admen Subpoenaed 


in ‘Times-Picayune’ 


Anti-Trust Case 


New Orveans, April 27—The 


eyes of the publishing and adver- | 
tising world will be directed to-| 


ward federal district court here 


Monday, when the Department of | 
Justice’s anti-trust suit against the! 


Times-Picayune Publishing Co. 
finally comes to trial. And many 
admen will be there, at the gov- 
ernment’s request, to give testi- 


| mony. 


In the suit, the department con- 
tends that the Times-Picayune 
company is dictating “illegal and 
unfair” advertising and circula- 
tion policies which “injure and 
destroy” its only remaining com- 
petitor, the New Orleans Item. 

Since the suit was filed more 
than ten months ago (AA, June 
19), both sides have been busy 
gathering ammunition for the bat- 
tle. 

The government has taken de- 
positions from many advertising 


}men in New York, Chicago, and 


Detroit, and has subpoenaed a to- 
tal of 42 witnesses, many of them | 
directly connected with companies | 
or agencies that place advertising 
in New Orleans’ newspapers. 


|@ Witnesses include Vincent Kel- 
| ley of Jann & Kelley, qvew bag 
newspaper e memniiies for th 
Times-Picayune and States, he 
the following space buyers from 
New York: John Kelleher, Sulli- 
van, Stauffer, Colwell & Bayles; 
Don Scanlon, Roy S. Durstine Inc.; 
James S. Short, J. Walter Thomp- 
son Co.; Edward Klein, Storm & 
Klein; Seymour Margules, 
stairs Distillers; and Don Dono- 
van, Charles W. Hoyt Co. 


From Chicago, four agency men | 


have been called as witnesses by 
the government. They are: Charles 
Pumpian, Henri, Hurst & McDon- 


| ald; Art Porter, Leo Burnett Co.; 


Al Frifield, Foote, Cone & Belding, 
and Don Harris, Tatham-Laird. 
(Continued on Page 4) 
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Hit $499,019,000 Record in 1950 


Look what we discarded for Betty Crocker ' 


TRADE CARDS—Those oldtime ad devices 
didn’t sell because they didn't help the 
customer, General Mills explains in this 
May od in The American Weekly, This 
| Week Magazine and The Saturday Eve- 
| ning Post. 


House Unit Says 
It Knows Postal 
Hike Is Needed 


Wasuincton, April 26—A Sen- 
ate postal subcommittee today ap- 
proved the Carlson resolution | 
(S. J., Res. 60), for a joint con- 
gressional committee to study re- 
curring postal deficits. 

But in endorsing the need for an 
exhaustive look into postal opera- 
tions and rate making policy, the 
subcommittee issued notice that 
the long-range investigation does 
not reduce the need for an imme- 
diate increase in postal rates. 

(Continued on Page 56) 


Last Minute News Flashes 


Denies Fowler Voiced Canadian Newsprint Policy 

Ortawa, April 27—R. M. Fowler, president, Pulp & Paper Assn. of 
Canada, had no authority for telling U.S. newspaper publishers April 
25 in New York that U.S. price ceilings on Canadian newsprint would 
cut newsprint supplies for U.S. newspapers, Defense Production Min- 
ister C. D. Howe, speaking for the Canadian government, declared here 
today. Mr. Fowler, the defense minister said, “had no authority as far 
as this government is concerned for stating that as a policy.” (For de- 
tails of Mr. Fowler’s speech, see Page 2.) 


Phillips-Jones Plans One-Day Shirt Campaign 


New York, April 27—What it terms 


“probably the biggest one-day 


special advertising campaign for a single item in the men’s wear field” 
will be launched June 10 by the Phillips-Jones Corp. for Van Heusen 


Century shirts. Newspaper space, 


mostly full-page, is scheduled for 


100 papers on that date, promoting the collar “that won't wrinkle ever.” 


Grey Advertising is the agency. 


Table Talk Pastry Appoints Reingold Agency 

Boston, April 27—Table Talk Pastry Co., Worcester, baker of Table 
Talk pies, has appointed the Reingold Co. to handle its advertising. A 
newspaper and radio test campaign will be launched in Boston and 


Providence next month and later 
England. 


will be extended throughout New 


Weir Gets Burroughs’ Beefeater Gin Account 


New York, April 27—Kobrand Corp. has named Walter Weir Inc. 


to handle Burroughs’ Beefeater gin, 


an imported product not previously 


advertised in the U.S. Magazines will be used. 
(Additional News Flashes on Page 57) 


Gained 12% over 1949; 
ANPA Members Jubilant 
Despite New Warnings 


New York, April 26—The jubi- 
lant members’ of the American 
Newspaper Publishers Assn. heard 
yesterday that newspapers carried 
$499,019,000 in national advertising 


in 1950, a gain of $54,000,000 
(12.1%) over 1949. 
The report, presented in a 


speech by Irwin Maier, publisher 


For other news of the ANPA 
meeting see Pages 2, 6, 41, 56, 58. 


of the Milwaukee Journal and 
chairman of the ANPA’s Bureau 
of Advertising, cited the fact that 
it was the fifth alltime high in 
|newspaper national advertising 
| scored in five years. A long-stand- 
ing mark of newspapers was the 
$260,000,000 carried in 1929, and 
the 1950 mark nearly doubles it. 

Despite the warnings of future 
competition from radio, television 
'and magazines, and ignoring the 
talk in other sessions of looming 
newsprint shortages and steadily 
rising costs, the prevailing mood 
|of the sessions was one of opti- 
|; mism. And newspapers were urged 
| to be increasingly aggressive—to 
| work on district sales managers 
| to ask for newspaper support, and 
| to persuade retailers to ask manu- 
|facturers for newspaper pressure 
in their markets. 


@ That's the tenor of two new bu- 
reau presentations, one on nation- 
al advertising called “The Great- 
est Show on Earth,” and one on 
retailing called “Why Not Get on 
the Bandwagon?” 

The reasons for the jubilation 
were clear. A sample of small, 
medium and large newspapers re- 

| cently showed that large newspa- 

pers had gained 175% in national 
linage in 1950 compared with 1942. 
The medium papers had gained 
205%, and the small papers 264%. 
The bureau itself has shown sharp 
gains—it now has 974 members, 
a budget of about $1,250,000, and 
only 28 newspapers with more 
than 50,000 circulation are now 
outside the bureau fold. 

Many of the classifications— 
notably groceries, liquor, drugs, 
and radio and television—showed 
spectacular gains. But Harold S. 
Barnes, director of the bureau, 
had some urgent notes of caution: 


e “Your paper is very fortunate 
indeed if its record is any better 
than this: 

“1. If of the national accounts in 
your paper today, more than half 
were there 12 months ago. 

“2. If of the national accounts in 
your paper today, half of them will 
still be there 12 months from 
now.” 

The high turnover in accounts, 
he said, is an indication of the 
cultivation of newspaper advertis- 
ers by competing media. 

“There’s not much profit in 
working our heads off to earn an 


(Continued on Page 53) 
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Newsprint Supply Picture ‘Confused’; 
Price Ceilings Might Make It Worse 


New York, April 25—A _ con- 
fused picture of newsprint supply 
prospects for 1951 emerged from 
today’s sessions of the American 
Newspaper Publishers Assn. con- 
vention. 

An official report of the associa- 
tion’s newsprint committee appar- 
ently confirmed fears of American 


ANPA Meeting 


publishers when it pointed out that 
the estimated supply for this year 
is 5,920,000 tons—-16,941 tons less 
than newspapers actually used in 
1950. The report told publishers 
they could thus consider them- 
selves “fortunate” to get as much 
newsprint this year as last. 

But R. M. Fowler, president of 
the Newsprint Assn. of Canada, 
declared supplies would come to 


5,985,000 tons—‘“about 85,000 tons 
more than you received in 1950 
and about 65,000 tons more than 
you consumed in 1950.” He item- 
ized the prospective tonnage: 4,- 
775,000 tons from Canada, 1,010,- 
000 from U. S. mills, and almost 
200,000 from overseas. 


e Mr. Fowler dropped something 
of a bombshell by declaring that 
the imposition of a U. S. price 
freeze limiting what an American 
publisher can pay for newsprint 
“would legally operate to suspend 
all your contracts with Canadian 
mills.” 

He said a U. S. ceiling would see 
Canadian suppliers struggle to 
keep newsprint flowing into this 
country, but that the pressure of 
overseas cleims “may become ir- 
resistible,” with the result that 


there would be “some loss of sup- 
ply” from Canada to the U. S. Mr. 
Fowler stressed that he was “not 
making any threat but simply an- 
alyzing the facts of the situation.” 


e Mr. Fowler proposed working 
out a plan for more frequent and 
regular discussion of the news- 
print situation by Canadian manu- 
facturers and American consum- 
ers. He said Canadian mill opera- 
tors are willing to sit down with 


American publishers at any time | 


to discuss production and supply 
problems. 

An ANPA newsprint committee 
report held out little hope for any 
easing in newsprint prices. It cited 
winter price boosts of $5 to $10 
announced by 
Canadian mills, all effective Nov. 
1, 1950, or Jan. 1, 1951. 

“Informed persons speaking for 
newsprint producers as well as 
consumers have estimated that 
current manufacturing capacity for 
the world market is at least 1,000,- 
000 tons less than potential usage,” 
the report stated. 
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Twenty Lah Pree 


More for your Advertising Dollars! 


For many years, the saying has been, “ As General Motors 
goes, so goes Flint’. . . and both are in high gear today. 
The Flint Journal (20th in total linage among evening 
papers for the first 11 months of 1950) gives advertisers 
complete, economical, single-paper coverage of one of 
America’s outstanding defense markets. No newspaper 
list is complete without the Flint Journal! 


For further facts, ask for new Market Data Sheets... 


NEWSPAPERS 


GRAND RAPIDS PRESS - FLINT JOURNAL - KALAMAZOO GAZETTE - SAGINAW NEWS 


A. H. Kuch; 
110 E. 42nd Street, 
New York 17, New York; 
Murray Hill 6-7232 


The John E. Lutz Co.; 
435 N. Michigan Avenue; 
Chicago 11, lilinois, 
Superior 7-4680 


‘JACKSON CITIZEN PATRIOT - MUSKEGON CHRONICLE - BAY CITY TIMES - ANN ARBOR NEWS 


24 American and! 


Advertising Age, April 30, 1951 


The report underscored a hap- 
pier note, however: Daily news- 
papers set new alltime circulation 
records in 1950. “Despite increased 
subscription and newsstand prices, 
the circulation of weekday news- 
papers in the two countries [U. S. 
and Canada] averaged over 57,- 
000,000 copies a day for the six- 
month period ending Sept. 30, 
1950.” 

The new high is an advance of 
more than 1,000,000 copies a day 
over 1949, 1,500,000 copies a day 
over 1948, almost 6,000,000 copies 
a day over 1945 and more than 13,- 
500,000 copies a day over 1940. 

New records were also registered 
in Sunday circulations, with more 
than 48,500,000 copies per Sunday 
for the same six-month period 
ending Sept. 30, 1950. 


nee eemtee pen 


REVOLVER—Parker Pen Co., Janesville, 
Wis., calls this display the “Optical Illu- 
sion.” One pen and pencil set at center 
revolves and is reflected many times in 


s Publishers were urged in the re- | iii lomtaniia 


port to practice the 318 economies 
applied during the paper shortages | annual ANPA journalism essay 
of World War II. This might pos-| contest conducted in cooperation 
sibly mean avoiding “otherwise | with the American Council on Ed- 
inevitable government controls.”| ucation for Journalism. 
|The economies included various | 
devices to conserve editorial space} @ « articipating in the safe-driving 
and a lengthy list applicable oP were 353 newspapers 
advertising. | wrich operated 4,751 vehicles 104,- 
Some of the suggestions are to: | 230,993 miles, with a total of 2,138 
| Increase advertising rates; insert| accidents experienced. The acci- 
a clause making all national ad-| dent rate per 100,000 vehicle miles 
vertising cancellable on 30 days’| was 2.05, lowest in the history of 
| notice; discontinue making local | the campaign. ‘i 
advertising contracts; eliminate The seven top winners: Daily 
display advertising except amuse-| sentinel, Grand Junction, Colo.: 
| ments in certain weekend editions, Ledger-Enquirer, Columbus, Ga.; 
| and restrict advertisers toa per-| Advertiser-Journal, Montgomery, 
|} centage of their usual require- Ala.; Morning Tribune, Tampa, 
ments. Fla.; New Yorker, Poughkeepsie, 
| N. Y.; Daily Capital & State Jour- 


21 PAPERS AWARDED nal, Topeka, Kan. and _ Star, 
FOR SAFE DRIVING Kansas City, Mo. 


| New York, April 25—Twenty- 


one winners in their 10th annual | Jenkins Promotes Hobbs 
safe-driving campaign were an-| Ralph W. Hobbs, vice-president 
nounced today by the American! in charge of new business of Ray 
Newspaper Publishers Assn. and|C. Jenkins Advertising Agency, 
International Circulation Mana-| Minneapolis, has been appointed 
gers Assn. Gold-plated plaques|€xecutive vice-president of the 
were awarded to seven first-place agency. The anes also announced 
winners and illuminated scrolls wg oe gm cll on enguye 
were given to 14 second- and P . — 


third-place winners. | Advances Donald Lied 

Hugh A. Mulligan of Allston, | Donald L. Lied has been ap- 
Mass., S student at the Div:sion of pointed art production supervisor 
Journalism, Boston University,| of Kerker-Peterson & Associates, 
was announced as the winner of a Minneapolis. He was formerly a 
gold medal and $500 offered in the production artist for the company. 


Advertising and Agency Executives say: 


“THE BEST TEST CITY IN THE MIDWEST 
IS PEORIA, ILLINOIS.” 


In Sales Management's Test Market surveys, 
Peoria is ALWAYS Tops in the Midwest 
group. Also, First in the 75M to 150M Pop- 
ulation group. Peoriarea is a self-contained 
major market . . . not influenced by any out- 
side media. TEST in Peoria . . . Then, SELL 
THE NATION. 


Peoria is as far from Chicago 
ahy Louis) as Baltimore is 
New York City 
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You loved spot television in December . . . April, March and November 


(You have spent over three times as many dollars on NBC Spot Sales’ stations since December as you did last year) 


_.. but did you know that spot television is going to be even more lovable this summer ? 


(17.80% more families will view television in July than in last December *) 


Now, in the spring, is the time for media buyers to turn their fancies to thoughts of summer 


spot television. You'll reach more people*, find better availabilities* and sell more merchandise’. . . 


(Television ix the favorite summer activity in the 7,273,200 TV homes in these stations’ areas, according to Elmo 
Roper Study, August 1950.%) (And remember, re teil sales are 26°. higher in summer than in January-through-March,) 


It’s the best proposal you’ll have all spring. You only have to name the date. 


*Your NBC Spot Saleaman haa the proof. 


Will you love me in July ...as you did in cold December ? 


1?) 


A) 
ay 


WNBT New York 
WNBQ Chicago 
KNBH Hollywood 
WPTZ Philadelphia 
WBZ-TV Boston 
WNBK Cleveland 
WNBW_ Washington 
WRGB _Schenectady-Albany-Troy 


his 
{ MBE Spot Sales 


NEW YORK CHICAGO CLEVELAND 
SAN FRANCISCO HOLLYWOOD 
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Lloyd Smith Named President 
Liovd B. Smith, a great grand- 
son of the founder of A. O. Smith 
Corp., Milwaukee manufacturer of 


auto frames, water heaters, etc., 
has been elected president of the 
company. He has been vice-presi- 
dent since 1945. William C. Heath, 
who has been president since 1936, 
becomes chief executive officer 
and Anthony von Wening, a vice- 
president since 1945, becomes 
chairman of the finance committee 
as well as vice-president. 


NEWSPAPER 
CLIPPINGS 


from 2000 daily and weekly news- 
papers in Minnesota, Wisconsin, 
lowa, North and South Dakota, 
Montane and Nebraska. We con 
give you complete coverage on 
» ANY SUBJECT, news or advertis- 
ing. Write for details. 


Western Press Clipping Exchange 
Established 1900 
022 Lumber Exch. Bidg., Minneapolis, Minn. 


Admen Subpoenaed 
in ‘Times-Picayune’ 
Anti-Trust Case 


(Continued from Page 1) 

In addition to calling represent- 
atives of national advertisers and 
agencies as witnesses, the govern- 
ment also plans to call on local 
advertisers and Times-Picayune 
personnel to testify. 


@ A big gun in the Times-Picayune 
defense wil! be an affidavit made 
by an employe of Standard Rate 
& Data Service's research depart- 
ment, which states that during 
1949 there were 175 publishers in 
the U. S. that published both a 
morning and evening daily paper, 
and 169 of these sold both classi- 
fied and national advertising at 
unit rates only. Five additional 
publishers sold classified only at 
combination rates, and another 
two sold general advertising only 
at combination rates. 


The government tried to stop 


the Times-Picayune Publishing 
Co. from introducing the ad prac- 
tices of other newspapers as evi- 
dence in the case, but Judge H. W. 
Christenberry ruled that such evi- 
dence is pertinent to the case and 
will be admitted. 


Buys Ritter Division 

The modern food process divi- 
sion of P. J. Ritter Co., Bridgeton, 
N. J., has been sold to Louis Ros- 
enberg, owner of Good Eatin’ Dog 
Food Co., Philadelphia. The mod- 
ern food process division produces 
Thrivo canned pet food. 


Bower to Brett Lithographing 
Mona V. Bower, former buyer 
in the New York office of the Rob- 
ert Simpson Co. of Canada, has 
joined the sales staff of Brett 
Lithographing Co., New York. She 
is reportedly the first woman litho- 
grapher saleswoman in this area. 


Anahist Co. Appoints McKim 

Anahist Co., Yonkers, N. Y., has 
appointed McKim Advertising, 
Toronto, to direct its Canadian ad- 
vertising. 


|TV 


Advertising Age, 


April 30, 1951 


Romeyn Predicts 1,250,000 Television Sets 
in Latin America During Next Four Years 


New York, April 25—Radcliffe 
L. Romeyn, vice-president and ex- 
ecutive assistant to the president 
of Philco International Corp., pre- 
dicted here today that Latin Amer- 
ica will have 1,250,000 television 
sets in use within the next four 
years. 

Speaking before the annual 
meeting of the Export Advertising 
Assn., Mr. Romeyn said that esti- 
mated sets now in use in Latin 
America total 25,000. These are 
confined largely to Cuba, Mexico 
and Brazil. 

The Argentine government, he 
said, has just contracted with U. S. 
manufacturers for installation of 
TV transmission facilities and 
plans to place 11,000 receivers in 
government sponsored Eva Peron 
Clubs throughout the country. 

Colombia, Chile and Venezuela 
are negotiating with U. S. manu- 
facturers, Mr. Romeyn said, for 
installations, and additional 


Coat by Peck & Peck 


in newspapers . . . with Reilly Plastictype 


Want all eyes on that new coat creation? Use 


Reilly Plastictype® 


® for newspaper reproduction 


. and bring out the full beauty of material, 
styling and workmanship. 

Whatever your product, you can rely on Reilly 
Plastictypes to give you superb reproduction of 


its smallest detail . . . 


to accent its appeal for the 


mind, heart and, most important of all, the 


pocketbook. 


What makes a Reilly Plastictype better? Exclu- 


Creators of Better Plates 
for Better Printing 


908 BAST 45th STREET, NEW YORK 17, W. ¥. : 


sive Vinylite molding for greater tonal value . . . 
Reilly Duramatrix for full depth retention. Rout- 
ing depth guaranteed at 55 thousandths of an 


inch... 


the greater experience and skill of teams 


of Reilly specialists on every step in production. 

Who says Reilly Plastictypes are better? Over 
350 national newspaper advertisers who use over 
one million of them a year, and your experience- 
seasoned Reilly representative. Ask to see the proof 
in his tearsheets or use the handy coupon below. 


REILLY PLASTICTYPES 


AAs/4 
Reilly Electrotype Co., 305 E. 45th St., New York 17, N.Y. 


Show me why your Plastictypes will zive me 
better reproduction in newspapers. 


stations are expected to be opened 
in both Mexico and Brazil this year 
and next. Cuba is planning to in- 
stall a micro-wave relay system, 
he said. 


@ Despite higher costs than in the 
U. S., the price factor is not likely 
to hold up sales of TV sets in Latin 
America, he said, because very 
liberal credit terms are extended, 
in some cases as much as 30 
months. 

The total number of sets in Latin 
America, he emphasized, does not 
indicate the size of the audience, 
which is much greater per set than 
in the U. S. 

Mr. Romeyn urged U. S. adver- 
tisers to make use of TV as an ad- 
vertising medium in Latin Amer- 
ica. The growth of TV there, he 
said, depends on the attitude and 
support of U. S. advertisers. 
Intelligent use of TV in Latin 
American countries, he suggested, 
will pay off in consumer goed will, 
especially if used in combination 
with other media such as newspa- 
pers and magazines. 

Highlights at the annual meet- 
ing of the association, in addition 
to election of officers, included the 
announcement of Oct. 4 and 5 as 
tentative dates for the organiza- 
tion’s next annual international 
convention; authorization for a 
monthly association bulletin, and 
indorsement of plans to open an 
office in New York before the end 
of the year. 


|@ Newly elected officers include: 
Charles F. Rork, export sales man- 
ager, Electric Auto-Lite Co., pres- 
ident; James A. Martins, advertis- 
ing and sales promotion manager, 
Remington Rand Inc., Ist vice- 
president; George H. Giese, vice- 
president, McCann-Erickson, 2nd 
| vice-president; A. H. Martinez, 
| vice-president, Melchor Guzman 


| Co., treasurer; and Walter R. Bick- 
| ford, managing editor, Export 
Trade & Shipper, secretary. 


James Gilbert, senior vice-pres- 
| ident, McGraw-Hill International 
| Corp., will act as executive secre- 
tary for the ensuing year to super- 
vise establishment of the associa- 
tion’s proposed new staff and of- 
fice. 


Free & Peters to Hold 
Television Sales Clinic 


Free & Peters, radio-TV station 
representative, will hold a na- 
tional television sales clinic for 
the company’s video personnel 
May 1-4 in New York. Among the 
speakers will be C. E. Hooper, Dr. 
Sidney Roslow of Pulse Inc., Allen 
Jay of Videodex and Raymond 
Guy of NBC. 

I. E. Showerman, national TV 
sales manager of Free & Peters, 
said the clinic will be an inten- 
sive three-day session on all phases 
of television selling. 


Argus Associates Formed 

Argus Associates, a new agency, 
has been formed with offices at 153 
Court St., New Haven, Conn., to 
offer advertising services to in- 
dustrial, agricultural and retail ac- 
counts. Principals of the agency 
are: Francis B. Schipper, presi- 
dent; Thomas E. Mahoney, for- 
merly an account executive of 
Lindsay Advertising, vice-presi- 
dent and account executive; Rob- 
ert G. Watt, vice-president and 
copy chief, and Leif W. Hansen, 
art director. 


AFA Promotes C. J. Proud 


C. James Proud has been pro- 
| moted to assistant to the president 
of the Advertising Federation of 
America from the post of national 
| field representative. 


Appoints Nahser Agency 

| Frank C. Nahser Inc., Chicago, 
has been named to handle the ad- 
vertising of James Vibrapower Co., 
| Chicago, manufacturer of mobile 
|electronic power units. 
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in 1950 used 
4,769,000 lines 


in The News... 60% of all advertising in the 
Furniture & Household Retail classification 


LEADS the second paper by 3,790,000 lines 


TWENTY-FOURTH Consecutive year of leadership 
in this classification 


BECAUSE The News is the only New York 
newspaper for twenty-five years to keep up 
with new families, new homes, new growth in 
the New York market! 


mn One 


newspaper 
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‘Paper Cost Finder’ Issued 

“The Rapid Cost Finder,” a book 
of tables of precalculations to speed 
paper cost estimates for a wide 
range of paper stocks, sizes and 
prices, has been published by Har- 
ry D. Gold, 121 Varick St., New 
York 13. The price is $3.00 


Anchor Concrete Names Powell 

Roy Powell has been appointed 
sales manager of Anchor Concrete 
Products Inc., Buffalo. 


Newspapers’ Labor Problems Intensifying, 
with Teletypesetters Adding to Difficulty 


New York, April 24—The labor 
problems of the newspaper busi- 
ness, aggravated in recent vears, 
promise to be increasingly difficult 
in the future. That was the con- 
sensus of the report of the special 


ANPA Meeting 


DVERTISERS 
AGENTS © CLIENTS 


The continuous hazards of LIBEL, Invasion 
of Privacy, Plagiarism, Piracy and Viola- 
tion of Copyright — ali are EFFECTIVELY 
INSURED by our UNIQUE cover which takes 
the sting out of these claims — and its 
cost is almost nominal! 


WRITE FOR DETAILS AND RATES 


EMPLOYERS REINSURANCE 
ae : CORPORATION 


fachange Kansas City Mo 


4) 


standing committee, delivered to 
the American Newspaper Publish- 
ers Assn. here today. 


On the other hand, the report, | 


signed by George N. Dale, commit- 
tee chairman, found hope in the 
fact that there were fewer strikes 
in the past year, that arbitration is 


| gaining, and that the federal gov- 


ernment has guaranteed free col- 
lective bargaining. 

The International Typographical 
Union, the report pointed out, has 
lost 75 newspapers in the past five 
years in 52 continuing strikes, with 


all 75 newspapers 
publication. 

In 1950, there were 18 newspa- 
per strikes, and only in two cases 
did distribution stop. Only five of 
the 775 ANPA member newspa- 
pers stopped publication in 1950 
because of strikes. 


maintaining 


@ On the other hand, the commit- 
tee notes that the ITU now permits 
a majority vote to determine strike 
action and changes in scale com- 
pared to the traditional three- 
quarters vote. “Hence the stage has 
been set for an intensified pro- 
gram of strikes and strike threats 
—on wages, teletypesetter jurisdic- 


tion, and other issues—if and 
when the ITU high command 
chooses...,”’ the report says. 


A new phase of 1950's labor dif- 
ficulties centers on the teletype- 
setter. According to the committee, 
as many strikes in 1950 (444%) 


were caused by 
teletypesetter jurisdiction as over 
wages, traditional bone of conten- 
tion. 


arguments over 


se If sources of strike threats had 
been included, the teletypesetter 
would be increasingly evident as 
an irritant, the report said, ex- 
plaining that “the increasing use 
of teletypesetters plus the organ- 
ization of several regional wire 
circuits and the projection of even 
more extensive circuits have 
brought the issue to the forefront 
during the past year...In at least 
two jurisdictions, the ITU has tak- 
en a somewhat inconsistent posi- 
tion, to the effect that all type cast 
from signals received on a circuit 
be reproduced, a practice which 
would render circuit operation ab- 
solutely uneconomic.” 

Newspaper mechanical wages 
are rising, and more contracts are 
being negotiated, the report shows. 

In the newspaper business, as 
elsewhere, management can see a 
labor shortage. The report calls at- 
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oronet proudly welcomes another new advertiser! 


Advertisers want a magazine with editorial impact, large circulation, a quality audience 
and the lowest possible cost. Kraft discovered that CORONET has all the answers—and 
beginning with the May issue, Kraft started selling CORONET'’s 2,658,539 better families. 


Advertising Age, April 30, 1951 


tention to “the alarming shortage 
of skilled mechanical manpower,” 
and says that an ANPA survey dis- 
closed two imminent needs: (1) 
more attention to training, and (2) 
prompt relaxation of some union 
requirements which prevent the 
best use of manpower. 


After 25 Years, 
‘McCall's’ Carries 
Paper Dolls Again 


New York, April 25—After an 
absence of 25 years, paper dolls 
have returned to McCall's. The 
editors of the magazine fully ex- 


_pect the cutouts to be as popular 


with little misses today 
were with their mothers. 

This feature, which is being 
brought back by popular demand, 
according to Camille Davied, ex- 
ecutive editor of McCall's, will be 
used to merchandise children’s 
wear. 

Betsy McCall, in the May 
sue of the magazine, is wearing 
dresses by Cinderella. Betsy’s 
mother will be introduced in June. 
Both mother and daughter cutouts 
will be outfitted with beach clothes 
by Cole of California 

The McCall's Cinderella promo- 
tion is being tested in six depart- 
ment stores, which are planning 
window and in-store displays, 
newspaper ads and radio and tele- 


as they 


is- 


vision copy as tie-ins with the 
feature. The stores: Blooming- 
dale’s, New York; Hecht Co., 
Washington; Lit Bros., Philadel- 


phia; D. H. Holmes, New Orleans; 
Higbee Co., Cleveland, and Gim- 
bel's, Pittsburgh. 


Carley and Gillham Join 
Cunningham & Walsh 

Robert Carley, formerly an ac- 
count executive with Geyer, New- 
ell & Ganger, and Robert Gillham, 
formerly vice-president in charge 
f television and commercial film 


Robert Gillham 


Robert Carley 


or J. Walter Thompson Co., have 
oined Cunningham & Walsh, New 
York, in an executive capacity. Mr. 


| Gillham will work on the Liggett 


& Myers tobacco account and on 
general business activities. 


Publishes Second Edition 

of Ford’s Cookbook and Guide 
Simon & Schuster, New York, 

has published the second edition of 

“The Ford Treasury of Favorite 

Recipes,” which is a_ traveler's 

guide to 256 famous American eat- 


ing places, compiled from two 
Ford Motor Co. magazines. Two 
hundred thousand copies of the 


first edition have been presented 
to customers by Ford and Lincoln- 
Mercury dealers. Because of de- 
mand for the combination cook- 
book and guide, the publisher has 
placed a second edition on sale in 
bookstores throughout the country. 

Outstanding inns, restaurants 
and hotels in every section of 
America are represented. All the 
recipes in the book appeared pre- 
viously in either “Ford Times” or 
“Lincoln-Mercury Times,” nation- 
ally distributed travel magazines 
published by Ford. Accompanying 
each recipe is a half-page painting 
of the restaurant or inn concerned 
The book sells for $1.50 


Piatt & Smillie Moves 


Piatt & Smillie Chemicals Inc., 
St. Louis manufacturer of cleaning 
products, has moved its general of- 
fices to 2322 Olive St. The com- 
pany has enlarged its advertising 
department, which will now oc- 


cupy all the space formerly taken 
by the general offices at 2329 Pine 
St. 
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pulling power Ell 


If you want a lively following, it makes sense to get 
aboard the vehicle that always pulls a crowd. The 
families in 7 states in the primary FIRST 3 Markets 
area account for 30% of all U.S. retail sales. FIRST 
3 Markets Group reaches 52% of all these families. 
That's over % of the families that account for almost 
¥g of the retail sales in the United States. If you 
want your advertising to pull, get aboard .. . 


the group with the Sunday Punch 


NEW YORK SUNDAY NEWS 
CHICAGO SUNDAY TRIBUNE 
PHILADELPHIA SUNDAY INQUIRER 


rotogravure 
colorgravure 


picture sections 


magazine sections 


New York 17, N. Y., News Building, 220 East 42nd Street, VAnderbilt 6-4894 . Chi ago 11, Til., Tribune Tower, SUperior 7.0043 
San Francisco 4, Cal., 155 Montgomery Street, GArfield 1-7946 . Los Angeles 17, Cal., 1127 Wilshire Blud., MIChigan 0578 
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NBP Moves to Throw Membership Open to All 
Business Papers, Including ABC Members 


(Continued from Page 1) 
of the total number 
publications represented by 

member organization.” 


of 
any 


gardless 


@ More than 25 ABC publications 
have already signified their inten- 
tion of joining NBP, Mr. Putman 
said. Applications of new members 
will be announced at the associa- 
tion's annual meeting at Hot 
Springs, Va., June 1-3, when the 
action will be formally 
presented to the membership 

Mr. Hildreth’s resolution said: 

Whereas it is entirely fitting and proper 
highest ethics and 


board's 


ind conducive to the 


Sick of Bum Art, high prices? 


art 


brochure 


67 MAIN ST 


STIVERS STUDIO 
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most practical purposes of business pub- 
lishing that there should be one organiza- 
tion to represent the audited business 
and, whereas there are no limita- 
tions within its constitution and by-laws 
as to what publications it can or cannot 
and, whereas the association, 
as it now stands and as it now functions, 
is dedicated to the proposition of serving 
the business press per se in elevating its 
position in relation to the whole economy, 
as the NAMP serves magazines 

Now, therefore, be it resolved by its 
board of directors that National Business 
Publications Inc. shall hereafter accept 
for membership business publications 
audited by either CCA or ABC, or any 
auditing acceptable to the board of di- 
rectors, that have either paid or controlled 
circulation both, without any dis- 
crimination whatsoever; that Article Sev- 
en of its by-laws, affecting fees and dues, 
shall be amended to provide a bracket- 
rete formula that will derive dues from 
gross annual advertising revenue rather 
than from annual postage paid, as is now 
the case; that said formula shall also pro- 
vide for minimum and maximum dues; 
that the sole intent of this resolution, as 
it relates to dues, is to make the rate of 
dues, in all cases, more equitable for the 
individual member and to effect reason- 
able decreases in dues wherever possibie 


press, 


represent 


Presto Line Pushed as Gifts 
for Mother's Day, Brides 


National Pressure Cooker Co., 
Eau Claire, Wis., maker of Presto 
cookers, Presto Automatic Vapor- 
Steam irons and Presto Automatic 
Dixie-Fryers, has launched a cam- 
paign to promote its line as Moth- 
er’s Day and brides’ gifts. Using 
the theme “It’s Fun to Keep House 
the Presto Way,” the drive started 
with a four-color page ad in Life. 
Color ads are appearing in Amer- 
ican Home, Better Homes & Gar- 
dens, Good Housekeeping, Ladies’ 
Home Journal, McCall’s and Wo- 
man’s Home Companion. In addi- 
tion, dealers are being supplied 
with special newspaper mats, radio 
material, window and counter dis- 
plays, strips and printed litera- 
ture for local selling. 

Ads also are appearing in Elec- 
trical Merchandising, Hardware 
Retailer, Housewares Review and 
Retailing Daily. Melamed-Hobbs, 
Minneapolis, is the agency. 


Buys Allyn & Bacon 
Prentice-Hall Inc., New York, 

has acquired control of Allyn & 

Bacon, Boston textbook publisher. 


CHAPTER LEADERS MEET—At midwest meeting of officers of National Industrial 

Advertisers Assn. chapters in Chicago last week were, from left: Don Poor, ad 

manager, Ceco Steel Products Co., Chicago; Blaine Wiley, NIAA executive secretary, 

New York; Monty Montague, U. S. Steel Corp., Pittsburgh, and N. D. O’Daniell, 
Barnes Drill Co., Rockford, Ill. 


Joins VanSant, Dugdale 

W. Richard Guersey, formerly 
manager of the Baltimore office of 
McManus, John & Adams, has 
joined the account executive staff 
of VanSant, Dugdale & Co., Balti- 
more. 
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Senate Group Plans 
Hearings on Small 
Papers’ Problems 


WASHINGTON, April 25—With 
newsprint and other kinds of paper 
becoming increasingly hard to get, 
the Senate small business commit- 
tee today planned a series of hear- 
ings and a report on problems of 
small newspapers. 

The shortage of pulp for paper 
and other products was discussed 
during the week at a number of 
meetings conducted by the Nation- 
al Production Authority. NPA is 
searching for ways to conserve 
pulp by standardizing grades of pa- 
per. At the same time, it is at- 
tempting to step up production of 
containers. 

Meanwhile, NPA issued a new 
revision of M-36, its set-aside order 
giving government a priority on 
paper production. 

In its latest version, M-36 gives 
the government a ten-day “op- 
tion” on 10% of U. S. output of 
machine coated paper, an increase 
from 5% in previous months. 


@ The order also increases the 
government's share of groundwood 
| paper from 5% to 10%. The news- 
print set-aside remains at 5%, and 
| the book paper set-aside has been 
reduced from 15% to 10%. The 
reduction for book paper and a 
similar reduction for fine paper 
was possible, NPA said, because 
“the large background of govern- 
|ment requirements has to a large 
}extent been dissipated.” 

The increase in machine coated 
paper is designed “to release base 
stock and machine time to fill 
government requirements for oth- 
| er kinds of paper, and equalize the 
| percentage of reserves between pa- 
| per mills that make coated paper 
j}and those that manufacture un- 
| coated book and fine papers.” 

Groundwood paper is for tele- 
type and mimeograph purposes. 

The Senate small business com- 
| mittee did not indicate a hearing 

schedule, but it said it plans to is- 
sue an interim report on news- 
print “in the very near future.” 


| Magazine Ad Revenues 

| Hit Highest First Quarter 

| Magazine advertising revenues 
| for the first quarter of 1951 were 
|the highest on record, according 
{to Magazine Advertising Bureau, 
|New York. Advertisers spent $110,- 
885,420 in general and farm maga- 
|zines from January through March, 
1951, as against $100,242,768 for 
the same period in 1950, for an in- 
crease of 10.6%. An adjusted fig- 
ure, however, to compensate for 
the fact that some weeklies had 13 
issues in the period, instead of 12 
for 1950, would place the gain at 
about 9% over 1950. 


_ABP Adds Two Members 


American Brewer, published by 
American Brewer Publishing Co., 
New York, and Fleet Owner, a 
| McGraw-Hill publication, have be- 
come members of the Associated 
| Business Publications. ABP mem- 
—— now totals 108 business 
papers. 
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I learned Finesse from 
the Cleaning Lad 


~ > 


fT E GE at Spel RCRD 


she taught me to Say it with 
FLOWERS-BY-WIRE 


“You're workin’ late, Mr. Blake!” She was beginning to empty the baskets. 


“Yes, Mrs. Flynn, and I'm worried. I can’t make delivery on time to one of my biggest accounts.” 
“Ah, wire ‘em flowers and say you're sorry. That'll cool ‘em off.” 


I sat her down in my chair . . . because she'd solved the problem. Knowing 

Harry Thurber, I knew he'd react perfectly to a personal touch. FLOW ERS-BY-WIRE? 
Perfect! I've used my F. T. D. Florist often since then to 

say it with FLOWERS-BY-WIRE on business occasions. 


FLORISTS’ TELEGRAPH DELIVERY ASSOCIATION 
Headquarters: Detroit, Mich.gan 


FLOWERS ARE BEAUTIFUL BUSINESS BUILDERS 


On opening days + on anniversaries + on special events + asa “thank you” for the 


order + on almost any business occasion « for those at home when you're away. 


You can wire flowers wo anywhere. . . from anywhere... more than 15,000 F.T. D. 


Look for the famous F.1.D. Mercury Emblem. and Interflora Member Shops at your service! 
It identifies the right shops! 
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‘Deferable Advertising Funds’ 
Stir Excitement Among Admen 


Advertising Age Proposal 
Cheered by Field; Might 
Level Economic Dips 


Cuicaco, April 25—Is it possible 
to set up an equitable system un- 
der which funds set aside for ad- 
vertising might be deferred for a 
limited time, and still credited as 
a tax deduction during the year in 
which they are set aside, rather 
than the year in which they are 


A. ’ 
$5 RUBBER CEMENT co. 


SiO mw MCh imme Ave cm »”” t O69T es 
CORE PORTE LIME OF ARTISTS MUATERIALS 


actually spent? 

The idea, advanced in an edi- 
torial in ADVERTISING AGE April 16 
(it was first suggested in a talk 
to the Assn. of National Adver- 
tisers by Dean Collins of New York 
University in 1949), has created 
an unusual amount of interest 


among advertisers, agency execu- | 


tives, economists and others. 

In general, advertisers—to 
whom the problem is most impor- 
tant—express keen interest in the 
suggestion, as do agency execu- 
tives and others. Many were cau- 
tious in their reactions, indicating 
a desire for careful study of the 
proposal before committing them- 


selves. 


s David G. Watrous, advertising 
manager, Parker Pen Co, ex- 
pressed what seems a fairly gen- 


eral opinion among advertising ex- 
ecutives when he said: 

“Your editorial on a government 
approved system for deferring ad- 
vertising funds from a good year 
to a poor one is, in my opinion, 

| excellent . . . 
“Personally, I say, ‘More power 
| to you.’ It is a wonderful idea be- 
cause it allows the advertiser to 
continue to sell his products when 
the decision to buy is being made, 
rather than after it has been made. 
There is no question whatever that 
opinions on products may congeal 
in July whereas the actual pur- 
| chase may take place in December. 
| “This is as true in terms of years 
as it is in terms of seasons, and I 
hope that some day advertisers 
will be permitted to hold their 
available money over a period of 
one, two or three years.” 
| 


es And Paul B. West, president, 
Assn. of National Advertisers, 
says: 

“Personally I think your edi- 
| torial recommending legislative 
|! changes which would make pos- 


sible the deferal of advertising 
funds is right on the target. 

“As you no doubt recall, Dean 
Collins of New York U. made a 
very similar proposal at the ANA 
annual meeting in 1949. At that 
time he described the system of 
over-spending for advertising in 
good times and under-spending in 
bad as ‘compounding the business 
cycle.’ This phrase describes what 
seems to be a very unsatisfactory 
method of doing business. 

“I think that we have been quite 
successful in getting this point of 
view better understood in the busi- 
ness community. Your editorial 
will help greatly. I hope that when 
this becomes business doctrine it 
will be possible to bring about the 
legislative changes that are 
needed.” 


a W. H. Collins, director of ad- 
vertising, Dravo Corp., commented 
succinctly: 

“I have read your editorial. It 
so completely expressed my own 
viewpoint that all I can say is 
‘Amen.’” 


B 
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NEW NAME 


STRONG 
AGENCY 


TEAM 


The 33-year old Chicago agency of Gebhardt & Brockson, Inc. and 
The McCarty Co. of Pennsylvania are now combined into the sales-making 


marketing and advertising team of Marsteller, Gebhardt & Reed, Inc., 


with offices in Chicago and Pittsburgh. 


Officers and account executives include such well-known marketing men 
as E. A. “Geb"’ Gebhardt, Bill Marsteller, Rod Reed, Lew Williams, 


Fred Livingston, Harry Neal Baum, Lucien Brouillette, Johnny Burke; 


George Piper, Jack Conners, Jack Evans and A. L. ‘‘Dug’’ Duggan, 


representing more than 250 years of aggregate experience selling and 


advertising a wide variety of products through periods of both buyers’ 


and sellers’ markets. 


Working as a team, Marsteller, Gebhardt & Reed, Inc., provides a complete 
agency service— periodical advertising, direct mail, house organs, catalogs; 
publicity, research, point-of-sale, visual sales aids and merchandising 


planning and controls. 


areteller Gebhavlt and Koad Ine. 


600 SOUTH MICHIGAN AVENUE 


+ CHICAGO 5 


600 GRANT STREET . PITTSBURGH 19 


Advertising Age, April 30, 1951 


James W. Young, senior consult- 
ant to J. Walter Thompson Co. and 
one of advertising’s best known 
figures, declared that the editorial 
“makes an extremely useful con- 
tribution to a subject which should 
be thoroughly explored,” and Prof. 
Neil H. Borden of Harvard Uni- 
versity Graduate School of Busi- 
ness Administration, and author 
of “The Economic Effects of Ad- 
vertising,” said: “The editorial is 
a good one. The idea is one that I 
have sounded for from time to 
time, as have many others, and I 
think your espousal of the idea at 
this time when the advertising tax 
is suggested is all to the good.” 


s Allen L. Billingsley, president, 
Fuller & Smith & Ross, says, “Your 
editorial is very provocative. It 
happens that we have been doing 
some work in a similar direction 
and I am sure a number of our 
people will be quite interested in 
your editorial.” 

W. H. Lowy, vice-president, 
Formfit Co., says, “I think you’ve 
got something there. The idea is 
sound and it should serve to level 
out the dips in the economic curve, 
a function which advertising and 
no other force can do in a free 
economy.” 

C. O. Moosbrugger, director of 
advertising, Minnesota Mining & 
Mfg. Co., says, “I heartily agree 
that this is a sound, highly desir- 
able plan.” 

Scores of others, whose com- 
ments will be detailed later, ap- 
prove the plan, although some 
comments are critical of its prac- 
ticality. 


@ Under the plan for making ad- 
vertising funds deferable, as sug- 
gested in the AA editorial, a sys- 
tem would be set up, either by leg- 
| islative action or by regulation of 
the Treasury Department, which 
would allow businesses to set up 
reserves for advertising, and have 
the reserves recognized as a nor- 
mal business expense for tax pur- 
poses in the year in which they 
are set up, without regard to 
whether all of the funds were 
actually expended in that year. 
Ample provision would be made 
so that the funds, once set aside, 
could never be recaptured for any- 
thing but advertising usage. Under 
the proposal, however, a company 
would be enabled to insure the 
availability of advertising funds in 
“bad” business years by setting 
aside reserves for this purpose in 
| “good” years. Thus, it is contended, 
much could be done to make ad- 
vertising a potent force in leveling 
off peaks and valleys in the econ- 
omy. 
| 
Gets Cotton Carpet Account 
Adamo Co., Los Angeles, manu- 
facturer of cotton carpeting, has 
appointed Walter McCreery Inc., 
Beverly Hills, Cal., to handle its 
| advertising. Full-color national ads 
jin shelter publications will be 
| scheduled for fall. A merchandis- 
| ing service for retailers will be de- 
| veloped, including mats, color 
cards, color swatches, point of pur- 
chase material, and a monthly 
| house organ bulletin. A promotion 
| campaign with motion picture tie- 
|}ups and an extensive trade pub- 
| lication schedule also are planned. 


| Vitacal Appoints Martfree 


Marfree Advertising Corp., New 
| York, has been appointed to han- 
| dle the advertising of Vitacal Lab- 

oratories, maker of hair prepara- 
tions. Vitacal will use radio in the 
|South for the present. Barnett 
Friedenberg, account executive, 
| has been named television director 
of the agency. Marfree also an- 
| nounced the moving of its Chica- 
go office to the Palmolive Bldg. 


| Two Appoint Jewell Agency 
Jewell Advertising Agency, Oak- 
land, Cal., has been named to han- 
dle the radio and outdoor adver- 
tising of Davidson & Licht, Oak- 
land jeweler. Andrew Williams 
Appliance Center has appointed 
Jewell to direct its outdoor adver- 
tising. 
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18.4% GAIN IN ADVERTISING 


accounted for in part by additional advertisers such as 


AiResearch Manufacturing Company McCall Corporation 

Allegheny-Ludlum Steel Corporation McCall's and Better Living 

Allied Structural Steel Companies Mack Trucks, Inc. 

American Machine & Foundry Company Magnavox Company, The 

American Petroleum Institute Michaels Art Bronze Company, Inc., The 
American President Lines Mississippi Shipping Company, Inc. 
Bellows & Company Delta Lines 


British Columbia Department of Trade & Industry Moore Business Forms, Inc. 
Broward County Economic Development Commission Mosinee Paper Mills Company 
(Fort Lauderdale, Fla. ) Mosler Safe Company, The 


Brown Forman Distillery Company 


Newman, Lynde & Associates, Inc. 


Early Times Oliver Corporation, The 
Capper Publications, Inc. Otis Elevator Company 

Capper’s Farmer Portland Cement Association 
Carlton Hotel, The Power Products Corporation 
Carrier Corporation Prefabricated Home Manufacturers’ Institute 
Chalfonte-Haddon Hall Hotel Quebec, Province of 
Chrysler Corporation Renfield Importers, Ltd. 

Dodge Division ( Passenger Cars) Remy Martin Cognac 
Cooper-Bessemer Corporation, The Reynolds Metals Company 
Dodge, F. W., Corporation Royal Metal Manufacturing Company 
Durez Plastics & Chemicals, Inc. Russell Electric Company 
Emery Air Freight Corporation Scott Radio Laboratories, Inc. 
Emery’s Sons, Inc., Thomas Shamrock Hotel, The 
French Government Tourist Office Smith, Barney & Company 


French National Railroads 


Sundstrand Machine Tool Company 


General Metals Corporation Todd Company, Inc., The 
Enterprise Diesels Division “yr 
. Trans World Airlines, Inc. 
General Motors Corporation . , 
Oldsmobile Division United States Brewers Foundation 
Goodrich, B. F., Chemical Company United States Gypsum Company 
Hancock, John, Mutual Life Insurance Company Wamsutta Mills 
Ilg Electric Ventilating Company Wardman Park Hotel 
Illinois Central Railroad Wheland Company, The 
Kaiser-Frazer Corporation Willys-Overland Motors, Inc. 
Lau Blower Company, The Wyandotte Chemical Corporation 
Lowry’s Reports Zippo Manufacturing Company 


* 


A steadily increasing number of advertisers are realizing that in order to secure 
complete coverage of their primary market for both industrial and consumer 


products it is essential to be represented in the pages of 
U.S.News & World Report 


U. 


no other news magazine, 
no other management magazine, 
and no combination of any of them 
covers to any appreciable extent the 
‘same people who subscribe to 
U.S.News & World Report 


; WASHINGTON 
Circulation guorantee 350,000 


S. N ews & World Report P 


* USEFUL NEWS FOR IMPORTANT PEOPLE * 


Read for a purpose—by more than 1,200,000 intelligent men and women in 3 


38200 homes 


“ 400,006 
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Advertising Age 


THE NATIONAL NEWSPAPER OF MARKETING 
Trade Mark Registered 
Issued every Monday by Advertising Publications, Inc., 200 E. Illinois St., Chicago |! 
(OE 7-1336), || E. 47th St.. New York (MU 8-0073), National Press Bidg., Washington 
4, D.C. (Re 7659). G. D. CRAIN JR., president and publisher. S. R. BERNSTEIN, O. L 
BRUNS, vice-presidents. C. 8B. GROOMES, treasurer. 


Member Audit Bureau of Circulations, Associated Business Publications, National 
Association of Magazine Publishers, Advertising Federation of America. 


EDITORIAL ADVERTISING 
Editor, S. R. Bernstein Advertising Director, Jack C. Gafford 
. . Manager Soles and Service, G. D. Lewis 
Executive Editor, John Crichton . 
: ising Pi ti 
Managing Editor, Robert Murray Jr os reduction Manager, George 


Washington Editor, Stanley E. Cohen | 
Associotes: New York: Maurine Brooks 
Christopher, Charles Downes, James V. 
O’Gera, Lawrence Bernard. Chicago: 
Murray E. Crain, Emily C. Holl, Jeanne 
Steff, Bruce M. Bradwoy, Jarlath J 
Groham, C. F. Richman 

Editorial Production, F. J. Fanning 
Librarian, Elizabeth G. Carlson 
Correspondents in All Principal Cities 


New York: O. O. Black, Halsey Darrow, 
James C. Greenwood, John P. Candia, 
Harry J. Hoole 

Chicago: O. L. Bruns, Western Advertis- 
ing Mar. J. F. Johnson, E. S. Mansfield, 
Arthur E. Mertz 

Los Angeles (17): Simpson-Reilly Ltd., 
1709 _W. Eighth St.. Walter S. Reilly, 
Pacific Coast Manager. 

San Francisco (3): Simpson-Reilly Ltd. 
703 Market St.. Wm. Blair Smith, Mgr 


1S cents a copy, $3 o yeor, $5 two years, $ three yeors in U. S.. Canada and Pan 
America. Foreign 44 a year extra. Four weeks’ notice required for change of address. 
Myron A. Hartenfeld, circulation director 


On a Note of Idealism 


It was an interesting and a satisfying experience to witness the 
idealism which, rather surprisingly, reared its head at the annual 
meeting of the American Assn. of Advertising Agencies. 

Hard-boiled business men are supposed to eschew sentiment, ser- 
mons and discussions of morality and ideals. But from the opening 
talk of Louis N. Brockway, new Four A’s chairman, through the dis- 
@ussion of good taste in advertising by George Reeves and the report 
6f the Four A’s examinations operation by Sydney Giellerup, and the 
final epic poem on idealism and morality by Fairfax Cone, the ses- 
gions were shot through with a quality seldom seen at business meet- 
ings. 

The interesting thing is that no one objected. Indeed, the realistic 
Business problems of the moment were shoved unceremoniously into 
a back seat, while members debated the implications of public and 
private morality and talked on a plane which might easily have done 
justice to a religious gathering. 

There were the cynics who suggested that the talk about morality 
amd ethics and ideals was fine, but would soon be forgotten as the 
agency men delved once again into the hurly-burly of the daily grind, 
and of course they were largely right. But it was good, nevertheless, 
t® see grown men and women willing to admit, even for the moment, 
that there might be higher values in life than the pursuit of clients 
afd commissions, and that a return to old-fashioned notions of mor- 
ality and ethics would be good for business, for government and for 
the country. 

The outpouring of genuine and unashamed emotion was largely en- 
géndered by the recent activities of the Kefauver committee and the 
MacArthur recall. And to the extent that these and similar events 
have induced conversations and discussions about morality and ethics 
and ideals, they are all to the good 

America can stand a little moral uplifting, and a little less cynicism 
and selfishness—in public life, in business, and in each of our in- 
dividual private lives 

Advertising men, as more than one speaker pointed out, have the 
ability and the capacity to play a leading role in reviving the homely 
virtues which have been allowed to approach a state of atrophy. We 
hope they will pick up the torch and carry it forward. 


The Slump Before the Comeback 


Last week ADVERTISING AGE reported on a roundup of business in 
13 major cities throughout the land. It found business surprisingly 
slow in many lines, and indicated clearly that this is no time to put 
the force of advertising into mothballs. In many areas of business, 
hard selling is called for right now. 

But it is only fair to point out that the current situation gives every 
indication of being a temporary lull before a buying storm. Warned 
on every side of shortages, the public indulged in a buying spree of 
considerable proportions. But no matter how fast they bought, manu- 
facturers who were certain they would shortly be unable to produce 
at all, succeeded in keeping the shelves full to overflowing. 

The superficial observer might deduce, therefore, that the talk of 
shortages is nonsense, as of course it is at this precise moment. But 
there is stil! every indication that production will be cut back in many 
of the lines most directly affected, and that shortages are sure to ap- 
pear later in the year. 

Consumer buying power seems nect to be seriously affected, and the 
most that can be said is that the timetable has been put out of kilter 
somewhat. 

Whatever eventuates, the present situation demonstrates with 
shocking clarity the fact that no marketer can afford to sit around in 
these days. He must keep his eyes continuously on the market, and be 
ready to jump into the selling breach on a moment's notice. 
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“It's called the Zenith eye test—or phone vision.” 


What They're Saying 


Belief and Practice 

Does your advertising 
advertise? 

There are too many people in 
| advertising who don’t believe in 
| it. 

Advertising to them is a One 
Way Street. 

Advertising is a wonderful 
thing—for the other fellow. They 
might be pleasantly shocked to 
find it’s a wonderful thing for 
them, too. 

True, it isn't easy to talk about 
yourself. But people should prac- 
tice what they preach. 

The people in this shop believe 
in advertising—or they wouldn't 
be in it. We believe that if you 
have something to sell, you have 
something to advertise. And ad- 
vertising agency service is no ex- 
ception. 

Moral: The next time you pick 
an agency, pick one that believes 
in what it sells. Pick an agency 
that takes its own medicine. Pick 
an advertising agency that ad- 
vertises! 


—Advertisement of Hal Stebbins Inc., 
Advertising, in Western Advertising 


agency 


Advertising Builds Sales 

It is an often-demonstrated fact 
that advertising builds sales and 
that as more sales are made, more 
jobs are created. 

Proof of this can be found in 
our experience with our well-ad- 
vertised Red Heart dog food. In 
1933 sales were measured by cases. 
National advertising since that 
time has increased from cases 
to carloads. With increasing sales 
we were able to offer more work 
to more people and as our sales 
grew, so did our need for supplies, 
such as tin cans and labels. As the 
concerns which furnished us our 
supplies kept pace with our in- 
creasing demand, they, too, had 
more jobs for more people. . . 

During the year 1950 we also be- 
gan an advertising campaign to 
strengthen product identification 
for our Morrell Pride meats... 
This advertising campaign, we be- 
lieve, will impart a valuable pres- 
tige to our products and our com- 
pany name. It also will make more 
people want our products...We 
reach them at far less cost than if 
we tried to send a penny postcard 
to even a small portion of that 
{magazine circulation] number .. . 

The sales department takes the 


stand that “nothing happens until 
a sale is made.” Advertising helps 
to make the sale. Advertising 
builds sales! 


~The Morrell Year in Review 1950, 
John Morrell & Co., Ottumwa, Ia. 


BBC Frown Fiercely 

The attention of high BBC of- 
ficials, it is understood, is being 
drawn to commercial messages 
which have recently—and no 
doubt quite innocently—crept into 
television programs. 

Several incidents 
noted: 

The name of a well-known chain 
store slipped out: “You can get 
them at —_———’s.” 

The name of a famous make of 
vacuum cleaner was mentioned as 
the possible source of a humming 
noise. 


have been 


The name of a product currently | 


advertised as being useful against 
colds—although it has another, 
more palatable use—was casually 
quoted. 

And it is also said that the name 
of the brewer was visible on a beer 
barrel used in one program. 

Developments are awaited with 
interest, for the BBC frown 


fiercely on any suggestion of “ad-| 


vertising.” 
—Advertiser’s Weekly, London, March 
15 issue 


Consumer Income Up 

The developments of 
months point to an increase in con- 
sumer income during 1951, which 
will be only partly offset by a rise 
in tax payments at current rates. 
The supply of civilian durable 
goods, on the other hand, is cer- 
tain to diminish when defense pro- 
duction gains momentum. 

A shift in consumer spending 
from durable to nondurable goods 
and services may be expected as 
production of the former is cur- 
tailed. 

One of the major problems con- 
fronting mobilization authorities is 
that of reconciling consumers to a 
somewhat lower standard of liv- 
ing in a period when their money 
income is increasing. Even with 
further increases in taxes, credit 
restrictions need to play an in- 
creasingly important role in ad- 
justing demand to the available 
supply. 

— Federal Reserve Bank of New York 


in its 36th annual report issued March 
27, 1951. 


| 
recent 


Advertising Age, April 36, 1951 


_ Rough Proofs 


One of these days the chair- 
man of a luncheon, dinner or con- 
vention will startle his auditors 
and win fame for himself by an- 
nouncing, “I shall now present a 
speaker who needs an introduc- 
tion.” 

Q 


Like the doctors, the agency 
head who announces that he will 
specialize in radio, TV, publica- 
tions, direct mail and outdoor 
wants all and sundry to know that 
he’s specializing in general prac- 
tice. 

* 


The Washington baseball fans 
who booed President Truman 
when he threw out the first ball 
to open the season must have de- 
cided the team won't need another 
left-handed pitcher. 

a 
| A research authority insists the 
only reasons people drink are to 
get drunk or to show off. But how 
about the martini enthusiast who 
| simply likes olives? 

o 

Politicians are going to learn 
before iong when they monopolize 
radio and TV time that they’ve lost 
the boxing, wrestling, baseball and 
comedy fan vote. 


| 


* 

Blatz, which has been quoting 
celebrities who say, “I used to live 
in Milwaukee and I ought to 
know,” must be pleased with the 
Journal’s report that the favorite 
beer of Milwaukeeans is none 
other than Blatz. 

” 

“Nearly 70,000,000 vehicles now 
move on world’s highways,” re- 
ports the world’s greatest adver- 
tising journal, which probably 
didn’t even include the cars en- 
tered in the Soap Box Derby. 

. 

The winner of the Leo Burnett 
idea contest for employes got an 
all-expense tour of Southern Cal- 
ifornia, and by an interesting co- 
|incidence will make the trip on 
the Santa Fe. 


. 

| Shulton, in a Redbook testimoni- 
al, asserts, “We are interested in 
|reaching young, beauty-conscious 
| women,” thus agreeing with the 
large number of men who are also 
young and beauty-conscious. 
| * 
| The American Brewer's cele- 
| bration of the publication of its 
1,000th consecutive monthly issue 
is impressive largely because it 
continued to come out even during 
the years of the Noble Experiment. 

Advertising a business paper for 
sale, a publisher explains that it’s 
“profitable and well established in 
a necessary industry.” 

But how will it rate under CMP? 


e 
A new business man looking for 
an agency connection admits 


frankly he “hasn't a dime’s worth 
of billing in his vest pocket.” 

Well, anyway, he doesn’t have 
to worry about getting a hole in 
his pocket. 

e 

General of the Army Douglas 
MacArthur dramatizes a great and 
decisive moment in history, while 
to some of the politicians who op- 
pose him the only decisive moment 
is the first Tuesday after the first 
Monday in November. 

Copy Cus. 
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The American Dairy Association cites THE PHILADELPHIA INQUIRER 


for its contribution to better ling through outstanding food page service 


ei a favorite of Philadelphia Women, the 
special food and household section of the 
Friday Inquirer—“Features for Women”—has 
been singled out for this important award by the 


American Dairy Association. 


Justa year ago, THE INQUIRER was honored by 
The Meat Institute Award for “outstanding ex- 


cellence in the presentation of news about Food.” 


These awards make it evident that THE 
INQUIRER places great emphasis on food and 
grocery editorial content. In addition, THE 
INQUIRER merchandises food advertising with 
such power and intensity that one of the nation’s 
foremost advertising agencies describes these 


activities as “beyond the call of duty!” 


THE DIRECT RESULT: In five years the 
Daily Inquirer has shown a grocery vol- 
ume gain of more than One Million Lines. 
The Inquirer has constantly held leader- 
ship in Total Advertising—and in the vital 
classifications of National, Retail, Depart- 
ment Store and Classified linage. 


Now in its 18th 
Consecutive Year of Total | 
Advertising Leadership / 


._ in Philadelphia! 
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Phila. Junior League to Frolic 
At Bal Masque Hospital Benefit 
“ [Judy Jennings’ 
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_ Che Philadelphia Prquirer 


PHILADELPHIA PREFERS THE INQUIRER 


Exclusive Advertising Representatives: ROBERT R. BECK, Empire State Bidg., N.Y.C., Longacre 5-5232; EDWARD J. LYNCH, 20 N. Wacker Drive, Chicago, Andover 3-6270; GEORGE S$. DIX, Penobscot Bidg., 
Detroit, Woodward 5-7260. West Coast Representotives: FITZPATRICK & CHAMBERLIN, 155 Montgomery St., Son Francisco, Garfield 1-7946 * 1127 Wilshire Boulevord, Los Angeles, Michigan 0578 
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TV Station Owner 


Blasts NCAA for 
Television Ban 


New York, April 26—The Na- 
tional Collegiate Athletic Assn.’s 
ban on live telecasting is “a di- 
rect and open violation of the anti- 
trust laws of this land,” accord- 
ing to Edward Lamb, owner of TV 
stations WTVN, Columbus, O., and 
WICU, Erie, Pa. 

Speaking yesterday before mem- 
bers of the American Assn. for 
Physical Education, Health and 
Recreation, Mr. Lamb scored the 
NCAA's recently announced pro- 
posal to permit telecasting of one 
football game per week as an ex- 
periment. 

“An advisory opinion is being 
from the Department of 
Justice,” he said. “But as far as 
we're concerned in Ohio and Penn- 
sylvania, I'm sure that the hun- 
dreds of thousands of sports fans 
we represent will not take lightly 
to any scheme of any group that 
conspires to bar the people the 
right to freely see the activities of 
their tax-supported schools.” 


e Mr. Lamb started the Depart- 
wment of Justice's inquiry into the 
legality of the ban on televising of 
Mootball games when a professional 
Yootball game scheduled to be tele- 
Wised on one of his stations last fall 
was withheld. 
Because many of the schools and 
niversities involved in the live 
"TV ban are dependent to some ex- 
ent on government support, Mr. 
amb said that the public will 
ave the last word in the contro- 
Wersy. 
» “If the public insists that events 
telecast,” he said, “I rather 
ubt that you (the athletic direc- 
rs) and I together are likely to 
event football, educational films, 
ve debates or other public school 
@vents from reaching the public.” 
» “It seems to me,” he continued, 
“that the telecasters need not come, 
hat in hand, and say: ‘Please, gen- 
tlemen, may we convey informa- 
tion from the schools to the peo- 
ple?’ Rather we should use all 
legitimate means at hand to see 
that the people get the truth. Free- 
dom of the press sometimes re- 
quises newspapers to fight to get 
into courtrooms and other public 


JOURNAL- TRIBUNE 


THONALLY @Y JANN & RELLEY, 


events. I am sure that the tele- 
casters are also aware of their con- 
stitutional and lawful obligations 
in this respect. 

“To say that the schools belong 
to the public and not to any in- 
dividual or group is surely not 
enough. 

“Frankly, I believe that the tele- 
casters of this American democ- 
racy have a positive duty of ag- 
gressively asserting their right of 
access to all matters of interest 
being carried on by any institution 


owned by the public,” he con- 
cluded. 


Puffin Breaks in New York 
Puffin Biscuits, made by Ready 
to Bake Foods Inc., Los Angeles, 
broke into the New York market 
April 25, with an 840-line ad in 
the New York News. Copy offered 
to pay for the consumer's first 
package of the ready-to-bake 
product if she would mail in the 
dated wrapper for a refund. The 
succeeding smaller insertions are 
scheduled for the same paper, and 


future ad plans depend on the 
product's reception. New England 
and a few spotty areas remain, to 
complete distribution for the prod- 
uct, which is two years old. Barnes 
Chase Co., Los Angeles, is the 
agency. 


Squirt Schedules New Drive 


Squirt Co., Beverly Hills, Cal., 
has announced plans for a new 
national campaign to start late in 
May. The drive, using the theme 
“Never an After-Thirst,” will fea- 
ture both soft drink and mixer use 
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of Squirt. Full-page ads will ap- 
pear in Life and Look. To tie in 
with the national campaign, a 
newspaper campaign, television 
films and radio spots will be used 
by Squirt bottlers for local mar- 
ket promotion. Harrington-Rich- 
ards, Los Angeles, handles the 
Squirt account. 


Fehr Brewing Names McCann 
The Chicago office of McCann- 
Erickson has been appointed ad- 
vertising agency for the Frank 
Fehr Brewing Co., Louisville. 
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APA Issues 32nd Directory 

The “32nd Annual Directory of 
Country and Suburban Home- 
town Newspapers” has been issued 
by the American Press Assn., New 
York. The 1951 directory shows a 
total of 8,347 weekly, semi-week- 
ly and tri-weekly newspapers with 
net paid circulations published in 
towns of less than 50,000 popula- 
tion. Total circulation is 13,797,- 
852, with an estimated readership 
of more than 68,000,000. Average 
circulation per paper is 1,700—an 
increase of 6% over 1950. Average 


rate per paper is 4¢ per agate line 
—also an increase of 6% over 1950. 
Price of the directory is $8. 


Sing Bows in Syracuse 

Sing, a non-alkaline shampoo, 
has been introduced in Syracuse, 
N. Y., by Cynthia Andrews Inc., 
using radio teasers, newspapers, 
direct mail and point of sale pro- 
motion, all built around the slo- 
gan, “Stop, look and litmus.” Fred 
Gardner Co., New York, is hand- 
ling advertising and merchandis- 
ing. 


Standard Oil Names Shillock 

Larry Shillock has been named 
advertising manager of the Min- 
neapolis division of Standard Oil 
Co. (Indiana). He succeeds Don 
Brandt, who has been transferred 
to another division of the com- 
pany. 


Lesly Advances Fitch 

Marian Fitch has been promoted 
from assistant account executive to 
account executive of Philip Lesly 


| Co., Chicago public relations con- 
| cern. 
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House Considers Law| Commission—the committee re- 


Designed to Curb 
Radio and TV Frauds 


WASHINGTON, April 25—The 
House judiciary committee today 
cleared legislation setting up stiff 
fines and jail sentences for ad- 
vertisers and others who use radio 
or TV “to defraud.” 

Before reporting the bill—-sought 
by the Federal Communciations 
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VISION 


ALERT 


ESSMEN 


Successful businessmen have always evaluated their media 


investment in the common sense terms of people reached 


per dollar spent. Since the advent of television as an adver- 


tising medium, many businessmen have apparently been sold 


the idea that an investment in television cannot be evaluated 


in the same manner as an investment in any of the other 


media. Fantastic sums are spent each week on the produc- 


tion of talent-packed extravaganzas in a frenzied attempt to 


corner the rating point market. 


Pause a moment, and consider: 


iy the 


he rate? 


Examine the case of the advertiser who is currently spend- 


ing $34,500 per week for the talent and production of his 


of 5,899,000 viewers: 


musical show on network C. His rating is 18.8*--an audience 


5,899,000 VIEWERS + $34,800= 
171 VIEWERS PER $ 


Not very efficient or logical when you investigate the job 
“Cavalcade of Bands” is doing via the Du Mont Television 
Network -- with a 12.7* rating and a $10,000 weekly talent 
and production cost: 


3,209,000 VIEWERS +$10,000=321 VIEWERS PER $ 


DUM 


TELEVISION 


Du Mont has good “prime” time available--time adjacent to 
established programs such as “Cavalcade of Bands," which 
can be made to pay an equitable return on your advertising 


investment. 
NETWORK 


62 Affiliated Stations 
A Division of Allen B. DuMont Laboratories, Inc. 
| 515 Madison Ave., New York 22, New York 


Phone: MUrray Hill 8-2600 


*Videodes Feb. 195! 


IS THE RATING WORTH THE RATE? 


Write today for a free copy of the Du Mont 
“Cost Per Rating Point Pocket Piece,” and 
evaluate your television investment. 

Address: Network Research Department 


j 


moved a provision which would 
have left broadcasters open to 
punishment in the event the fraud 
occurred on their stations (AA, 
April 1€). 

In his appearance before the 
judiciary committee, Judge Justin 
Miller, chairman of the National 
Association of Radio & Television 
Broadcasters, said the inclusion of 
broadcasters was “discrimination.” 

As now written, the fraud bill 
closely parallels existing statutes 
for fraud committed through the 
mail. 


Gedalecia Leaves ABC 


Ben Gedalecia has resigned as 
research manager of American 
Broadcasting Co., New York, to 
accept a position with the over- 
seas information program of the 
Department of State. During 
World War II he was assigned to 
the Office of War Information. 


Volta Torrey Named Editor 
Volta Torrey has been promoted 

from managing editor to editor of 

Popular Science, New York. 


For BETTER 
TYPOGRAPHY 


phone a member below 


Higgins-McArthur Company 

BALTIMORE, MD. 

The Maran Printing Co. 

BOSTON, MASS 

The Berkeley Press 

H. G. McMennamin 

BUFFALO, WN. Y. 

Axe! Edw. Sablin Typographic 
Service 


Fauthorn Corp. 
Hayes-Lochner, lac. 
Runkle. Thompson-Kovats, Inc 
Frederic Ryder Company 
CINCINNATI, O. 
The J. W. Ford Company 
CLEVELAND, O. 
Bohme & Blinkmann, Inc. 
Schlick-Barner-Hayden, lac. 
Skelly Typeserting Co., Inc. 
COLUMBUS, O. 
Yaeger Typesetting Co., lnc. 


DENVER, COLO. 
The A. B. Hirschfeld Press 


INDIANAPOLIS, IND. 

The Typographic Service Co., lac. 
KALAMAZOO, MICH. 

Claire J. Mahoney 

LOS ANGELES, CAL. 

Morneau Typographers 


MILWAUKEE, WIS. 

Arrow $ 

George F. Wamser, Typographer 
MINNEAPOLIS, MINN, 

Duragraph, lac. 

NEW YORK, WN. Y. 

Ad Service Company 

Advertising Agencies’ Service Co., Inc. 
Advertsing Composition, Inc. 
Aruntype, lac. 


Associated Typogra . Inc. 
Adas T rposrapbic vice, Inc. 
Central Zone ss, Inc. 


The Composing Room, Inc. 
Composition Service, Inc. 
Dumant Typographic Service, Inc. 
A.T Edwards 1 pography, Inc. 
Empure Seace Craftsmen, Inc. 
Graphic Arts Typographers, Inc. 


King Typo, 
Lino-Craft Typographers, Inc. 
Master Typo Company 
Morrell & McDermort, Inc. 
Chris F. Olsen, Inc 

Frederic Nelson Phillips, Inc. 
Philmac Typographers, lac. 
Royal Typographers, Inc. 
Frederick W Schmidt, lac. 
Harry Silverstein, Inc 
Supreme Ad Service, Inc. 
Tri-Arts Press, Inc. 
Typographic Craftsmen, ay 
Typographic Designers, Inc. 
The Topoqnphie Service Co. 
Vanderbilt Jackson Typography, lac. 
Kurt H. Volk, Inc. 
NEWARK, NJ 

Barton Press 

William Patrick Co., Inc. 
PHILADELPHIA, PA 

Waker T. Armstrong, lac. 
Alfred J. Jordan, Inc. 

John C. Meyer & Son 
Progressive Composiuon Co. 
Typographic Service, Inc. 
PORTLAND, ORE. 

Paul O. Giesey 

sT ove. mo phic Serv 
Brende! ue 
Warwick Typogsaphers, Inc. 
SAN FRANCISCO, CAL. 
Reardon & Krebs, Inc. 


ADVERTISING TYPOGRAPHERS ASSOCIATION OF AMERICA, INC. 
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1,000,000 men of 
influence can be influenced 
in The ELKS Magazine 


—_ 


—_ 


When your institutional message or product story is un- 
folded before more than 1,000,000 Elks, you are reach- 


ing one of America’s most selective male mass markets. 


In over 1580 communities, Elks rate as men of influence 
—51.9% are business owners... 46.1% are administra- 
tive and operating executives. ..11.6% are professional 
men. The Elks is their magazine, fraternal in nature, 
national in scope, high in editorial excellence. Schedule 
The Elks to sell your ideas as well as your products. 


MAGAZINE | 


New York - Chicago + Los Angeles + Detroit - Seattle F| 


| WSB 


Magnavox Sets Up 
Mother's Day Push 


Fort Wayne, Inpb., April 24 
Magnavox will back up its full- 
page Mother’s Day ads in Life, 
The Saturday Evening Post and 
Time with a nationwide window 
display contest. Nine TV sets, val- | 
ued at about $3,600, will be the} 
prizes. | 
Preprints of the ads, based on| 
the theme, “Magnavox, like| 
mother, makes the whole family | 
happy,” will be supplied to de- | 
partment, furniture, music and 
radio-appliance stores. 

Complete promotion material, 
with suggestions for window and 
in-store displays, is being supplied 
to dealers by the company. 

Maxon Inc., Chicago, 
agency. 


is the 


WTCN. WTCN-TV Name Wold 


Robert N. Wold, formerly with 
Knox Reeves Advertising, Minne- 
apolis, has been named promotion | 
manager of WTCN and WTCN-TV, 
Minneapolis and St. Paul. He suc- 
ceeds John Ford, who will devote 
his time now to other public rela- 
tions activities and to his 35 shows 
per week on the stations. 


Fairmont Names Helbling 


Anthony Helbling, formerly as- 
sistant manager of retail sales in 
the farm products division of Bor- 
den Co., New York, has been 
named milk products merchandis- 
ing manager of Fairmont Foods 
Co., Omaha. 


Joins Campbell-Mithun 

Tres Goetting, formerly execu- 
tive secretary of the Minneapolis 
Aquatennial Assn., has joined the 
public relations staff of Campbell- 
Mithun Inc., Minneapolis. 


fe LAKE 
MICHIGAN 


——— 


In reaching the South Bend-Mishawaka trading area nothing equals 
WSBT. This station is a great buy on any schedule, delivering a 
half-billion dollar market all by itself’ BEYOND THIS, WSBT is 
the outstanding station throughout its primary area, adding another 
billion dollars to the WSBT market. Check it for yourself 
Sales Management figures and Hooperratings. (Every CBS show 


from 


on WSBT enjoys a higher Hooper than the network average.) For 
a tremendous bonus buy, buy WSBT. 


PAUL H. RAYMER COMPANY + NATIONAL REPRESENTATIVE 


@ INDIANAPOLIS 


T FOR A BILLION DOLL 


wad 


AR BONUS 


Two of the leading radio pioneers who were at the convention of 
NARTB in Chicago were Bill Hedges, vice-president of NBC, and 
Arthur B. Church, of Station KMBC, Kansas City, Mo., both of 
whom have just completed 30 years in the business...J. F. 
Schwaemmle, veteran pilot and now assistant to the general sales 
manager of Delta Air Lines, is one of five persons cited in the April 
16 issue of American Aviation for “exceptional contributions to 
piloting and to the industry in 1950.”.. 

Andy Luscher, director of media in the Minneapolis office of 
BBDO, has been named chairman of county organization work for 
the U.S. defense bond drive in the Minneapolis area. Andy is also 
vice-chairman of the Hennepin County Red Cross fund campaign. . . 

Mark Ethridge, publisher of the Courier-Journal and Louisville 
Times, has turned down the job of directing a new psychological 
warfare board offered to him by President Truman. “I have reluct- 
antly declined the position. I have thought for some time that the job 
needs to be done, but for several reasons, including my health, I have 
had to turn it down,” Mr. Ethridge said. . . 

Frederick Bowes Jr., public relations and advertising director 
of Pitney-Bowes Inc., is a real plugger for the Public Relations Soci- 
ety of America, of whose board he’s a member. His Connecticut li- 
cense plate reads, “PRSA”...Walter O'Meara, co-chairman of J. 
Walter Thompson’s review board, had his latest novel, “The Grand 
Portage,” published last month by Bobbs-Merrill Co. . . 


LUCKY LANGS—Both H. Jock Lang, president of Lang, Fisher & Stashower, Cleve- 

land agency, and his attractive wife look mighty happy here, as they sail on the 

Queen of Bermuda for a two-week holiday. The trip was won by Mr. Stashower 
in the Cosmo Quiz contest conducted by Cosmopolitan magazine 


Roy E. Hanson, v. p. and sales director, and Paul Hultkrans, v. p 
in charge of research and product development at Milprint Inc., 
Milwaukee, have been picked to serve on two new Department of 
Commerce committees, both of which come under the National Pro- 
duction Authority and have titles that require a deep breath. Mr. 
Hanson is serving on the Flexible Plastic Container Industry Ad- 
visory Committee, and Mr. Hultkrans, on the Aluminum Foil Pack- 
aging ConVertors Industry Advisory Committee. . . 

William Loeb, publisher of the Union Leader, Manchester, N. H., 
Daily News, Burlington, Vt., and the Messenger, St. Albans, Vt., has 
been elected selectman by the Windham, Vt., Town Meeting... A. 
Douglas Brewer, ad director of Wyeth Inc., Philadelphia, has been 
appointed a member of the Naval Air Reserve Advisory Council. . 

Two Gardner Advertising Co. officers were recent winners in 
the elections conducted in St. Louis and St. Louis County. Henry O. 
Whiteside was elected to the St. Louis Board of Education, leading 
the three-man “blue-ribbon” slate of the Citizen’s School Improve- 
ment Committee. Herb Gardner Jr., backed by the Brentwood Citi- 
zens Committee for Good Government, was elected to the Brent- 
wood Board of Aldermen.. . 

The newly elected president of the Chicago Agricultural Club 
is Russ Cunningham, a member of the agricultural dept. of Aubrey, 
Moore & Wallace...Allan R. Bent, v.p. and account executive of 
Herbert S. Benjamin Associates, Baton Rouge, La., reported for 
active duty with the Air Force on April 18. He’s at McDill Field, 
Tampa. . .Davis Lott, who has operated his own agency in West Los 
Angeles and San Diego since World War II, has been recalled to ac- 
tive duty as commander in the Navy... 

Charles E. Kellogg, publisher of the Hour, Norwalk, Conn., is ob- 
serving his 50th year with the newspaper. ..Harry Shigeta, of Shi- 
geta-Wright, Chicago photographic illustrator, is on a lecture tour 
that will take him up and down the Atlantic coast. On his schedule 
are U. of North Carolina School of Journalism; New York State 
Assn. of Photographers (two lectures in Syracuse); General Electric 
Camera Club, Schenectady, including the Mohawk Valley Photo- 
graphic Council; and the Boston Camera Club and New England 
Camera Club Council. . . 

Charity gets a sizable extra contribution every year because Jack 
Cornelius, exec. v. p. of Batten, Barton, Durstine & Osborn in charge 
of western offices, likes to write about hunting and fishing as well 
as to participate in them. He has written more than 50 stories for 
Sports Afield and Field & Stream—usually batting them out while 
riding trains or planes—and the checks always go to charity. .. 

Niles Trammell, of NBC, made a big hit with Four A’s members 
attending the annual meeting at White Sulphur by putting on a 
kinescope of the telecast of Gen. MacArthur's talk before Congress 
April 19. Those attending the meeting had of course not had access 
to the TV program... 
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ARE WE LICKED? 


Have the men and women of advertising already 


surrendered their part in our nation’s defense? 


EMEMBER a certain black day in the fall of 

1941? In the face of Hitler’s mounting vio- 
lence against the free world . . . less than sixty 
days before Pearl Harbor . . . Congress almost 
voted U. S. military power out of existence, by 
refusing to extend the draft. 

Luckily, the Extension Bill was saved... by 
ONE VOTE! 

Today we again must face realities of a war- 
threatened world. Today, in the full flood of 
Stalin’s world-wide propaganda aggressions, 
Congress is preparing to all but abandon major 
projects of the Voice of America! 


A 90% CUT! 


Whether or not we all approve the job the Voice 
has been doing, it is the only agency in cur gov- 
ernment opposing the enemy’s invasion of men’s 


minds. 


Should the Voice be controlled by the 
State Department? 

Should it fight with the objectivity of 
the “neutral” journalist or with the boldly 
planned news-making of the creative pub- 
licity man? 

Should we limit ourselves to propa- 
ganda, or should we underwrite complete 

. psychological warfare? 


These questions are important. But they con- 
fuse the basic question of whether the propa- 
ganda arm of freedom’s cause shall be strong 
or weak. 

Shall a nation that appropriates billions for 
physical armaments count pennies when voting 
ammunition for the battle for men’s minds? 

The House Appropriations Committee's 
answer to that question is a slice in the Voice of 
America’s new facilities funds from $97.5 million 
to only $9.5 million ...a 90% reduction. 


OUR SPECIAL CONCERN 


This drastic cut shocks thinking Americans. It 
is particularly appalling to men and women 
engaged in advertising, who understand better 
than most. citizens the power of ideas to make 
men act. 

Words, the armaments of our particular craft, 
are the only kind of armament that can wage a 


sane “preventative war.” Yet our nation tragic- 
ally limits the production of more and better 
weapons of WORD warfare. 


DYNAMIC IDEAS 


Individual leaders in our government have long 
seen the need. Two years ago Senator Ralph 
Flanders of Vermont, complaining of “sluggish 
and uncreative imagination in our propaganda 
operations,” proposed that handbills and leaflets 
be dropped over Soviet territory. Retired 
Admiral William H. P. Blandy more recently 
urged that we establish some sort of “freedom 
conspiracy” through which to arouse public 
opinion behind the Iron Curtain into guerrilla 
activity. He advises that we tempt Soviet func- 
tionaries to flee to the west and join freedom’s 
cause. The April issue of Nation’s Business de- 
tails many examples of psychological warfare. 
Scores of other American leaders have begged 
our government to awake to the fact that our 
propaganda needs new teeth ... that we are not 
merely fighting an economic ideology but the 
most terrible scourge of our time, a world- 
enslavement conspiracy directed by ruthless 
criminals... that our jcb is not to contain the 
Kremlin’s power within boundaries seized to 
date, but to aid in the liberation of millions of 
human beings already under its control. 


PEACEFUL VICTORY MAY BE POSSIBLE 


To what extent can these objectives be achieved 
through propaganda means? No one knows for 
sure. We do know that our best chance for any 
kind of victory without a shooting war lies in 
the expansion of our propaganda front .. . a 
front from which Congress now threatens to 
retreat. 

In deploring this surrender, we need not 
defend everything the Voice of America has 
done thus far. Many of us have been dismayed 
at its defensive approach, its limited scope, 
its seeming avoidance of the realities of the cold 


war. 

This has not been entirely due to lack of 
understanding or talent. Although the Commu- 
nists openly cry that their objective is the utter 
destruction of all capitalist governments, the 
directors of the Voice of America are “not per- 


mitted to foment uprisings against recognized 
governments with which the United States 
maintains diplomatic relations.” 


SENATOR BENTON’S CRUSADE 


A great advertising man stands in the forefront 
of the struggle for broader recognition of the 
propaganda war and of the potentialities of the 
American position in it. 

Isn't it time Bill Benton got the support of all 
of us engaged in advertising? Should not we, 
above all other citizens, spearhead his crusade 
for propaganda facilities and policies commen- 
surate with our country’s opportunities? 

Without us, Senators Benton, Flanders, Mundt 
and a handful of their fellow legislators may not 
be able to dissuade Congress from its short- 
sighted economy moves. They need the active 
backing of alerted citizens everywhere. Who but 
the men and women in advertising should carry 
the ball? 

What finer field for our special energies and 
talents than to crusade for a wider and better 
telling of freedom’s story . . . the story of the 
dreams and hopes of all men, everywhere. 


FIRST THINGS FIRST 


The House has already passed the cut of the 
Voice budget. The Senate has yet to act. Here's 
what each of us can do now. 


1. Write personal letters to your Con- 
gressmen. Urge each one to fight any cut 
in appropriations for the Voice of Amer- 
ica. Ask that he study the over-all need 
for more and better psychological warfare, 
and that he initiate or support new legis- 
lation to broaden such activity. 


2. Call the Voice of America situation to 
the attention of your Advertising Club, 
your Craftsman’s Club, and any group to 
which you belong. Get it to send resolu- 
tions to Congress. Ask its members to 
write as individuals also. Ask your cus- 
tomers and clients to do the same. 


THE MAYERS COMPANY, Inc. 


Advertising * Est. 1915 
2301 West Third Street, Los Angeles 5, Calif. 
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Collier’s for Action 


Armed Forces’ Ad Program 
Up for Discussion Again 

WASHINGTON, April 26—The 
Army-Air Force advertising pro- 
gram is in for another going over. 
With the draft available, Rep. 
Harry Sheppard (D., Cal.), chair- 
man of the House military appro- 
priations subcommittee, thinks ads 
are a waste of the taxpayer’s 
money. 

He has a list of questions to ask, 
some of them based on his own 
televiewing. “Even though they get 
the time free,” he says, “the tal- 
ent fees and production costs of 
those programs run pretty high.” 

Other congressmen have won- 


By STANLEY E. COHEN, Washington Editor 


=~ 


dered about the need for recruit-| 


ing ads. and have received pretty 
convincing answers from the De- 
fense Department. The more vol- 
unteers, the lower the draft quo- 
tas. In March, the Army signed 
17,237. Volunteers are desirable on 
even a dollar and cents basis, since 
draftees serve shorter terms. 
- 6 

United Electrical, Radio and 
Machine Workers want to “kill the 
ump.” In this case, the “ump” is 
the Bureau of Labor Statistics, 
whose cost of living index deter- 
mines pay levels in a number of 
big industries. 

UE’s research department says 


Carl Harvey, of Nobel County, 
Indiana, raises hybrid seed corn...for 
three successive years was the county 
champ, getting yields of 122-168 bu 
per acre... but in 1950 he made more 


money from grass than from corn. 

Inaugurating his pasture feeding 
program a few yearsago, today Harvey 
grass-feeds 30 beef heifers, 8 dairy 
cows, 72 spring pigs, 150 feeder lambs, 
and a chicken flock . . . gets low cost 
beef, low cost milk, low cost pork, low 
cost mutton, and low cost chickens! 
His meadow and pasture system lets 
him handle twice as much of livestock 
as he could with grain feeding. 

The best farmers increasingly find 
that during the pasture season grass 
produces economical meat and milk 
. .. provides stock with a diet high in 
protein, minerals, and vitamins, saves 
soil and rain runoff, cuts labor time 
and effort—the cattle harvest their 
own feed! 


Farming is a big business... which 
today improves yesterday's methods 


by research, experiment, and practical 
field studies, reducing labor and time, 
using machine hours instead of man 
power, developing new crops, hardier 
varieties ...making present practices 
yield more profits. 


In the farm house an accelerated 
living standard has outmoded much of 
yesterday ... the homemaker has an 


eye on esthetics as well as efficiency... 
the newest in air conditioning, radiant 
heating, indirect lighting . .. modern 
kitchens and laundries where electric 
current lightens labor and household 
chores, increases leisure. 


Best advertising opportunity .. . 


are the nation’s best farmers, with 
a decade of peak prosperity, a big 
backlog of saving, vast needs from 
the drive for all-out farm production. 


Grass 
is Gold 


Mostly missed by general media, 
the choicest class market is reached by 
SuccessFUL FARMING... concentrating 
more than a million of its 1,200,000 
circulation in the 15 agricultural Heart 
states,with the best soil, best techniques, 
best methods, best brains, and best 
incomes—the average subscriber easily 
exceeds the national farm average 
earnings by 50%! No advertiser can 
get top sales without this medium and 
market! For full facts, call any SF office 
... MEREDITH PuBLISHING ComPANy, 
Des Moines, Iowa. Also New York, 
Chicago, Detroit, Cleveland, Atlanta, 
San Francisco, Los Angeles. 
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ing to follow prices of “low cost” 
| food and clothing. According to the 
| union, living costs went up 14% 
in 1950; BLS says 9%. UE says 
| BLS hurts its effort to get a 32¢ 
hourly raise from General Elec- 
| tric and Westinghouse. 

It thinks Congress ought to in- 
vestigate. 


lino understates inflation by fail- 


e + € 

About 8,000,000 servicemen are 
in for a $685,000,000 insurance 
dividend during the next 12 
months. While the kitty is con- 
siderably smaller than the 1948 
dividend, men with $10,000 policies 
throughout the 1948-51 period will 
get sizable sums. The split was 
okayed by Eric Johnston's Office 
of Economic Stabilization. 

7 - 7 

Former OPA Chief Chester 
Bowles visited the White House, 
but denied that he is coming back 
on the government payroll. There 
are reports that he will become 
chairman of the Munitions Board. 

According to this theory, Muni- 
tions Board Chairman Jack Small 
would replace William H. Har- 
rison, who has been handicapped 
as Defense Mobilization adminis- 
trator by bad health. 

+ e . 

Final 1950 figures show mar- 
| riages up, divorces down. 

The year’s 1,669,934 marriages 
represented a 5.7% increase over 
1949. This was the first increase 
since 1946. There were 388,000 di- 
vorces, a 3% drop. Divorce rates 
have also dropped continuously 
since 1946. 

+ ° o 

Defense agencies are setting up 
central information centers here in 
an effort to eliminate the tradi- 
tional Washington “run around.” 
For information about selling to 
the services, the place to go (in 
Washington) is the lobby of the 
old Post Office Bldg., 12th and 
Pennsylvania Ave. For information 
about materials and production 
controls, it is the lobby of the old 
General Accounting office build- 
ing, 5th and G St. Currently, Na- 
tional Production Authority gets 
2,500 personal and phone calls a 
day from bewildered business men. 


BSF&D Appoints DuBois 
Merchandising Manager 
Albert J. DuBois has been ap- 
pointed manager of the merchan- 
dising depart- 
| ment of Brooke, 
Smith, French & 
| Dorrance, De- 
| troit. 
| Prior to join- 
j}ing BSF&D, Mr. 
DuBois had been 
| vice-president in 
|charge of sales 
of Petri Wine 
Co., San Francis- 
co; merchandis- 
ing manager of 
Young & Rubi- 
cam, New York; sales manager of 
Cracker Jack Co., and sales pro- 
|motion manager of A. E. Staley 
Mfg. Co., Decatur, Ill. 


Albert DuBois 


4 Appoint Olmsted & Foley 


Olmsted & Foley, Minneapolis, 
has been named to handle the ad- 
vertising of Soilaire Industries Inc., 
Minneapolis manufacturer of “me- 
chanical earthworm” line of soil 
aeration machinery and manual 
devices. Trade publications and 
magazines will be used. The agen- 
cy also has been appointed by 
Minnesota Macaroni Co., St. Paul. 
Newspapers will be used in key 
markets throughout the company’s 
midwestern trade territory. Lavop- 
tik Co., St. Paul, manufacturer of 
eye lotion, and Northwest K-F 
Motors Inc., Minneapolis, distrib- 
utor of Kaiser and Frazer cars, 
also have named Olmsted & Foley. 
Lavoptik will use newspapers and 
magazines, and Northwest K-F 
will use television and radio. 


Excell Garment Names Cook 

Florence Z. Cook has been 
|mamed manager of publicity, ad- 
| vertising and public relations of 
| Excell Garment Mfg. Co., Minne- 
apolis. 
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distribute display cards like these to 
druggists for its Miss Curity contest. 


| 
| 
DRUGGISTS—Baver & Block will | 


Bauer & Black Set 
to Launch $25,000 
Miss Curity Contest 


Cuicaco, April 24—‘“Keep the | 
drug business in the drug store” | 
will be the theme of Bauer & 
Black's “Miss Curity of 1951” con- | 
test, which will kick off with a} 
full-page ad in the June 11 Life | 
and commercials on the “Super | 
Circus” TV show, which the com- | 
pany will sponsor for five weeks 
starting June 10 (ABC, Sundays, 
5:30-6 p.m., EST). 

A grand prize of a $5,000 U. S. 
Savings Bond will be awarded to 
the girl between the ages of 4 and 
14 who is chosen Miss Curity. 
There will be $20,000 additional in 
prizes, which include dolls, camer- 
as, bonds and cash. 

Window displays, counter dis- 
plays containing entry blanks, 
window banners, and supplies of 
Miss Curity nurse’s caps are being 
made available to druggists. To 
enter the contest a customer must 
fill out an entry blank and enclose 
both a snapshot of the girl to be 
entered and a box top from a 
Curity brand product. 

In addition to promoting sales of 
first aid supplies during what Bau- 
er & Black terms its high sales 
period—June 8 to Aug. 11—the 
contest also is designed to boost 
druggists’ sales of film. This is be- 
ing done by (1) requiring that a 
snapshot be submitted with each 
entry, and (2) by offering East- 
man movie cameras, projectors and 
still cameras as prizes. 

Leo Burnett Co. here handles the 
account. 


Waverly Fabrics Adds Video 
to Advertising Budget 

Waverly Fabrics Division, F. 
Schumacher & Co., New York, 
will make its bow as a TV sponsor 
this fall. Programs will be carried 
over KGO-TV, San _ Francisco; 
WCAU-TV, Philadelphia; WBEN- 
TV, Buffalo; WFAA-TV, Dallas, 
and WFMY-TV., Greensboro, N. C. 

Meanwhile, the company will 
continue its use of radio in major 
markets and its magazine schedule. 


Lawrence Boles Hicks Inc., New 
York, services this account. 


PR Conference Held | 
| 


A conference on “Public Rela- 
tions During National Mobiliza- 
tion” took place Thursday, April | 
26, at the University of Southern | 
California. The conference was| 
sponsored by the university, the) 
Los Angeles Chamber of Com-|} 
merce and the Public Relations 
Society of America. | 

| 


Plan Design Conference 


A conference of artists and busi- 
ness men, to be called “Design as | 
a Function of Management,” will 
be held in Aspen, Colo., from June 
28 to July 1. Chairman of the in- 
dustry committee is Stanley Mar- | 
cus, president of Neiman-Marcus, | 
Dallas. 


Revives Football Theme 

Puritan Sportswear, New York, 
will once again use an All-Ameri- 
can football team to promote its 
fall line. Each member of the team 
will endorse a Puritan garment. 
Media plans include two full-color 
pages and eight two-color 
single columns in Collier's, plus 
business papers and direct mail. 
Alfred J. Silberstein, Bert Gold- 
smith Inc., New York, is the agen- 
cy. 


Stanley Expands Ad Program Appoints Noyes & Sproul 

John T. Stanley Co., New York,, Nepera Chemical Co. (parent 
plans an expanded advertising| company of Anahist Co.) has ap- 
program for Stanley’s castile lather | pointed Noyes & Sproul, New York, 
shave and brushless shave creams. | to handle advertising for its ethical 
Two New York agencies have been antihistamine, Neohetramine. Di- 
appointed: Posner-Zabin Adver-| rect mail and medical journal pro- 
tising for radio and Kenneth Rader | motion will be used for the prod- 
Co. for space advertising. Twice | uct, which is now being distributed 
weekly 64-line insertions are run-| direct by Nepera. Wyeth Inc., 
ning in the New York Journal-| Philadelphia, had been handling 
| American and World Telegram &| wholesale distribution pending ex- 
Sun. Other media plans include TV | pansion of Nepera facilities. 
spots, truck posters and point of 


Roizen Agency Names Speyser <3). naterial. 


Paul Speyser has been named a 
senior account executive of Roizen | Hoefer, Dieterich & Brown, San 
Advertising Agency, Buffalo. He Commercial Names Thomas Francisco, has been named adver- 
previously headed his own crea- Commercial Solvents Corp., New tising representative of S. Mar- 
tive service group and for five| York, has appointed E. Nelmes tinelli & Co., Watsonville, Cal., 
years was assistant director of| Thomas, with the company since producer of Martinelli’s Gold Med- 
merchandising for Carborundum| 1946, as assistant manager of the al cider and Gold Medal apple 
Co. : |sales promotion division. juice. 


Names Hoefer, Dieterich 


Argus Associates Formed 
Argus Associates, Advertising, 
has been organized with offices at 
153 Court St.. New Haven, Conn., 
offering services to industrial, ag- 


ricultural and retail accounts. 
Principals include Francis B. 
Schipper, president; Thomas E 


Mahoney, vice-president and ac- 
count executive; Robert G. Watt, 
vice-president and copy chief, and 
| Leif W. Hansen, art director. 


CI"TDEA-OLOGY 


Advertising with an instantaneous ap- 


sales letters, literature travel 
ete. Serving agencies and edvertioors. 
‘ 
‘That Sellen olt 
Lee P. Gelt, Jr, 64 E. Jackson, Chicage 


3k Newspaper Coverage is Greater than ever in the 


SYRACUSE, N. Y. MARKET 


INCOME PER CAPITA 


is Greater 


FAMILY INCOME 


is Greater 


SPENDABILITY 


is Greater 


sponsive, growing market now offers sales opportunities to 
advertisers. 


SYRACUSE, N. Y. The Key City 
the FIRST TEST MARKET in the 
Middle Atlantic States 


Results of Sales Management's 1950 test mar- 
ket survey prove the importance of Syracuse 
as a test market. In actual test campaigns 
placed in 1950 these studies rank Syracuse: 
first in New York State for cities of all sizes; 
first in the Middle Atlantic States for cities 
of all sizes, and second among cities of its 
size in the United States. 


HOURS A DAY. 
Syracuse Newspaper 


Central New York is acknowledged to be among the most progressive com- 
munities in the U. S. A. Widely diversified industries and extensive agriculture 
provide high family buying power and maintain steady employment. This re- 


SYRACUSE NEWSPAPERS 
WORK FOR YOU TWENTY-FOUR 


promotion minded 


Circulation provides 


complete coverage of this key market. Today 
more than 215,000 daily and 333,000 Sunday 
circulation delivers the message of manu- 
facturer and retailer to this great, ready-to- 
buy, able-to-buy audience. 


For Complete Coverage of this Key Market 
at ONE LOW COST- tse 


HERALD JOURNAL — POST 


a NESS (Evening) (Morning) 
f LOCAL! 
. HERALD-AMERICAN POST-STANDARD 
(Sunday) (Sunday) 


SYRACUSE 


STANDARD 


GENERAL ADVERTISING REPRESENTATIVES MOLONEY, REGAN & SCHMITT 
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‘La Salle News-Tribune’ Wins Ayer Cup 


PHILADELPHIA, April 25—The 
Daily News-Tribune, La Salle, IIL, 
has been awarded the F. Wayland 
Ayer Cup for excellence in typo- 
graphy, press work and make-up, 
by judges of the 21st Annual Ex- 
hibition of Newspaper Typogra- 
phy. This is the third time in the 
history of the exhibition that a 
small town newspaper has won. 
Circulation of the award winning 
paper is about 14,000 

Judges studied about 800 Eng- 
lish-language daily newspapers 
submitted from all over the U. S. 
The issue date required was 


March 7. The judging was held in 
the Ayer galleries on April 16 

First honorable mention for 
Mewspapers of more than 50,000 
firculation went to the New York 
Herald Tribune, which now holds 
One leg on the present cup, and has 
@lready retired the previous two 
fups. Second honorable mention 
Went to the Christian Science 
Monitor and third honorable men- 
tion was awarded to the Louisville 
Courier-Journal 
® Other winners were 

In the 10,000 to 50,000 circula- 
tion class: first honorable mention, 
fo the Democrat, Johnstown, Pa.; 
Becond honorable mention, the 
Bra, Bradford, Pa., and third hon- 
Grable mention, the Daily Journal, 
Blizabeth. N. J 

In the classification of less than 
10,000 circulation: first honorable 
Mention, News, Kingsport, Tenn.; 
gecond, the Daily Freeman, Wau- 
Kesha, Wis., and third, the Journal, 
Martinsburg, W. Va. 


AMERICA’S — 
LOWEST COST 
TV FILM 
COMMERCIALS 


The Los Angeles Mirror was 
awarded first honorable mention 
for tabloids, regardless of circu- 
lation, repeating last year’s per- 
formance. 


s Judges in the competition were 
Harold E. Stassen, president of the 
University of Pennsylvania; Merle 
Armitage, art director of Look and 
Quick, and president of the Amer- 
ican Institute of Graphic Arts, and 
J. L. Frazier, former editor of In- 
land Printer. 

All the judges noted a trend 
toward the use of more and better 
photographs on the first page. 
They commented on the fact that 
winning newspapers were alert to 
provide below-the-fold interest on 
the front page. A trend towards 
left flush headlines was noted, as 
was the elimination of sub-heads 
from stories. In make-up, more at- 
tention is being paid to the bal- 
anced distribution of accents. 

“The 21 annual exhibitions have 
recorded steadily rising standards 


of newspaper typography,” H. A. 
Batten, president of N. W. Ayer & 
Son, said. “Make-up and press 
work, and entries this year are the 
finest we have had. The interest 
shown by newspaper publishers 
and editors in constantly improv- 
ing their service to the public ex- 
plains why newspapers have held 
and expanded their tremendously 
important position in American 
life,” he added 


Broadcasters Rename Joscelyn 

The Southern California Broad- 
casters Assn. has reelected A. E. 
Joscelyn, director of operations of 
CBS, Hollywood, as president for 
a second term. Also returned to 
office is Cliff Gill, general mana- 
ger of Station KFMV, Los Angeles. 
as secretary-treasurer. Gene W 
Lee, general manager of Station 
KFXM, San Bernardino, has been 
elected vice-president. 


Rieber Joins Byoir 

P. R. Rieber, who helped found 
Radio Reports Inc., has joined the 
radio staff of Carl Byoir & As- 
sociates, Chicago. 


SKF Industries Promotes 
Strang to Ad Manager 
Norman A. Strang has been ap- 


pointed advertising manager of 
SKF Industries, Philadelphia, 
manufacturer of 
ball and _ roller 


bearings. He suc- 
ceeds the late 
Robert C. Byler. 
Mr. Strang 
joined the com- 
pany in 1940 asa 
sales clerk. Later 
he supervised the 
preparation and 
production of di- 


rect mail, cata- 
Norman Strang logs and other 
sales promotion 


matter. He returned to SKF’s ad- 
vertising department in 1945 fol- 
lowing service in the Coast Guard. 
Since 1950, Mr. Strang has been 
assistant advertising manager of 
the company. 


Vladimir Agency Moves 

Irwin Vladimir & Co. has pur- 
chased, remodeled and now oc- 
cupies its own four-story building 
at 325 Lexington Ave., New York. 
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Masonite Names Shoemaker 
Vice-President of Sales 

Paul B. Shoemaker has been 
named vice-president in charge of 
sales of Masonite Corp., Chicago, 
producer of hard- 


boards. His ap- 
pointment be- 
comes’ effective 


May |. Mr. Shoe- 
maker was for- 
merly vice-presi- 
dent and director 
of sales for Geor- 
gia-Pacific Ply- 
wood Co. 

For 22 of his 
28 years in the 
building mate- 
rials industry, 
Mr. Shoemaker was associated 
with U. S. Gypsum Co., the last 
five years as sales manager. 


P. B. Shoemaker 


Bu-Tay Appoints Miner 

Bu-Tay Products Ltd., Los An- 
geles, manufacturer of Rain Drops 
water conditioner and bluing, has 
appointed Dan B. Miner Co., Los 
Angeles, as its agency. Glasser- 
Gailey Inc., Los Angeles, formerly 
serviced the account. 


IL g 


HOW RETAILERS SUPPORTED MAGAZINE ADVERTISING 
WITH NEWSPAPER LINAGE IN 1950 


BETTER HOMES & GARDENS. 
LADIES’ HOME JOURNAL... 


re 


Compiled by the Advertising Checking Bureau, Inc., by checking EVERY daily and Sunday News- 
paper in the country — 1,748 of them in 1,393 principal shopping areas. 


42,891,061 
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Industrial Admen Elect 

M. J. Phillips, assistant adver- 
tising manager of Inco Nickel Al- 
loys department of International 
Nickel Co., has been elected presi- 
dent of the Industrial Advertising 
Assn. of New York. Other officers 
elected are: Ist vice-president, J. 
Paul Carroll, advertising manager 
of American Brake Shoe Co.; 2nd 
vice-president, Robert D. Hand- 
ley, advertising manager of the 
Sylvania division of American 
Viscose Corp., and secretary-treas- 
urer, Kent S. Putnam, of G. M. 
Basford Co. 


721,325 TV Sets in Boston 


According to figures compiled by j 


Stations WBZ-TV and WNAC-TV, 
there were 721,325 TV sets in- 
stalled in the Boston area as of 
April 1. This represents an in- 
crease of 20,815 sets over the pre- 
vious month, the report adds. 


Sloan Appoints Brodsky 


Ben L. Brodsky, formerly adver- 
tising director of Kay Associated 
Jewelry Stores, has been ap- 
pointed general sales manager of 
Albert E. Sloan Inc., Chicago. 


FORD FESTIVAL—Backstage visitors in New York at the new “Ford Festival” 


cost starring James Melton (extreme right) over NBC, ore: 
vice-president, J. Wolter Thompson Co.; Stanley Resor, president of the 


Flower Jr., 


tele. 
(left to right) Henry 


agency, and Ernest Breech, executive vice-president of Ford Motor Co. 


Vogue-Wright Film Lauded 
“Caution at The Crossroads,” a 
highway safety sound slidefilm, 
produced by Vogue-Wright Stu- 
dios, Chicago, has been awarded 
first prize in the traffic and trans- 
portation field by the National 


Committee for Films on Safety. 
The film, sponsored by the Na- 
tional Assn. of Automotive Mutual 
Insurance Companies, is the first 
of a series of films that are being 
produced to cut down highway ac- 
cidents. 


Pan-American Coffee Boosts Budget 


New York, April 24—Pan- 
American Coffee Bureau has dou- 
bled its budget for advertising and 
public relations for the fiscal year 
beginning May 1, and has appro- 
priated $2,000,000 to promote cof- 
fee sales. Federal Advertising 
Agency handles the bureau's ac- 
count 

In addition, National Biscuit Co 
will cooperate with the bureau 
this summer in an intensive pro- 
motion of iced coffee. During July 
and August, National Biscuit will 
feature Ritz crackers and iced 
coffee. It will use full pages in the 
July 16 issue of Life and the 
Aug. 11 issue of The Saturday Eve- 
ning Post and spots on Arthur 
Godfrey radio programs. The bu- 
reau also will feature iced coffee 
in its current continuing campaign 
(AA, Sept. 25, 50). 


@ While details of the bureau’s 
expanded advertising program are 
now being formulated, AA was 
told that magazines, Sunday news- 


rates first with retailers’ 
consumers 60 for it! 


Bui down all the talk floating around about “dealer influence” in rela- 
tion to consumer publications and what does it come to? Exactly one 


thing: CONSUMER INFLUENCE! 


No magazine can influence any dealer on any product his customers 


don’t want. 


‘ 


The reason retailers ran 42,891,061 lines of newspaper advertising last 
year tying in with products advertised in GOOD HOUSEKEEPING is 
because they know their customers prefer brands so advertised and guaranteed. 


How, then, to influence dealers? If your brand is eligible to be advertised 
in GOOD HOUSEKEEPING, put it there—fast. 


<So a ory 
$” Guaranteed by ® 
Good Housekeeping 


aS 
oF 45 avenristo HE 


proof again 


GOOD HOUSEKEEPING ss gonds 


THE HOMEMAKERS’ BUREAU OF STANDARDS 
57th Street at 8th Avenue, New York 19, M. ¥. 


pad 


Women know—the product 
that has it, earns it 


9,971,000 
readership 


paper sections and business papers 
will be used. The bureau also will 
offer educational material to 
teachers and school systems 
through home economics and scho- 
lastic teacher publications 

The bureau's board of directors 
has appointed an executive com- 
mittee to supervise the organiza- 
tion’s promotion program for the 
ensuing year. This includes Wald- 
er Sarmanho, of Brazil; Andres 
Uribe of Columbia, and Manuel 
Proto, representing Costa Rica, 
Cuba, Dominican Republic, El Sal- 
vador, Guatemala, Honduras, Mex- 
ico and Venezuela. 

During the summer months, the 
bureau's advertising in magazines 
and newspapers will concentrate 
on iced coffee and Ritz crackers. 
Point of sale material and other 
dealer helps will be offered to the 
trade through grocery, restaurant 
and fountain publications. 


Two Appoint Hurley Agency 

Hurley Advertising Co. Des 
Moines, has been appointed to 
handle the advertising of Ungles 
Baking Co., Ves Moines, using ra- 
dio, television and newspapers, 
and Liberty Oil Co., Des Moines, 
using newspapers and farm pa- 
pers. 


Advances John Scott 


John F. Scott has been appointed 
tubular products division manager 
of the general sales department 
United States Steel Supply C 
Chicago. He joined the company 
1949 as a salesman in the Chics 
warehouse. : 


Cottin to Doyle Dane 5 

Louis M. Cottin, formerly w 
the Joseph Katz Co., has join 
Doyle Dane Bernbach, New Yo 
as merchandising director. Pre 


. 


ously, Mr. Cottin conducted @h 
advertising and sales promotigh 
agency under his own name 3 


: 


and we're quoting hun 
dreds of advertisers when we 
say “The Quad-City Morket 
(Davenport, lowa, Rock Is- 
land, Moline and East Moline, 
Iilinois) is your best point of 
sale for big profits.” 1950 
Sales Management Survey of 
Buying Power figures reveal 
totol effective buying income 
of $418,578,000—and re- 
member, Davenport alone has 
an average effective buying 
income per family of $6,213! 
PUNCTUATE YOUR SALES 

In This 
RICH QUAD-CITY MARKET 
By Using The 

DAVENPORT NEWSPAPERS 
The Only Newspapers with 
Home-Delivered Circulation 
on both the lowa and Illinois 


sides of the importont Quod 
City market. 
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Harold Hall Resigns 

Harold Hall, for the past 
search of American Dry Milk In- 
stitute, Chicago, has resigned that 
post. He expects to move to the 
West Coast. 


Appoints Chittick Agency 

Genera} Engines Co., Gloucester, 
N. J., has appointed Walter S. 
Chittick Co., Philadelphia, to han- 
dle the advertising for its block 
machine division and fireplace di- 
vision. 


Motorola Appoints Pecara 
Edward A. Pecara has been ap- 
pointed sales promotion manager 
of Motorola Inc., Chicago. He for- 
merly held a similar position with 


six | 
years in charge of marketing re-| 


Barwell to Worthington Pump 

Edward Barwell, formerly with 
Crocker-Wheeler Electric Mfg. Co., 
has been named industrial rela- 
tions coordinator of Worthington 
Pump & Machinery Corp., Harri- 
son, N. J. 


Resigns Plaza Agency Post 

Josephine Mangerie has resigned 
as space buyer for Plaza Adver- 
tising, New York. Nancy Viaroli, 
who served as secretary and ireas- 
urer for eight years, has returned 
as secretary and space buyer. 


KDKA Appoints O'Connor 
KDKA, Pittsburgh, has ap- 
pointed Thomas J. O'Connor to 
handle its recordings. William J. 
Connelly Jr. has been named to the 


ter? 


&é; 


‘me 


Federal Reserve Figures on Department Store Sales 


WaAsHINGTON, April 23—All 12) corded along the eastern seaboard 
Federal Reserve districts turned| as far south as Washington, and 
up in the “plus” column in the in the northern tier of industrial 


Federal Reserve Board roundup of 
department store sales for the 
week ended April 14. | 

For the nation as a whole, retail | 
sales were up 13%, compared to! 
volume during the same week last 
year. However, the gain should be} 
interpreted with caution since the| 
same week last year was the first! 
post-Easter week—a time when 


States as far west as Minneapolis. 

The Lowell-Lawrence area in 
Massachusetts led the cities on the 
tabulation, with an unusual 46% 
gain. Six cities recorded losses, 
among them San Antonio (off 
15%), Tulsa (down 7%), Atlanta, 
(off 6%) and Baltimore (down® 
4%) 


>. 
™ Change from '@ 


Advertising Age, April 30, 1951 


DEPARTMENT STORE 
SALES INDEX 


Week to Apr. 14, 51* p288 
Week to Apr. 15, °50*..254 
Week to Apr. 7, '51*....291 
Week to Apr. 8, '50*....320 
Month of Feb., ’51......p325 


Zenith Radio Corp., Chicago. station’s sales department. sales normally dip. gy egg 
h Radio p ago Station s a Pp For about five weeks, year-to- Federal Reserve Mar. Apr. Apr. 
— . District and City Bil 7 “4 
ee ied me Eee __. Year comparisons have been some-| UNITED STATES —-4 —§ B 
_'Eeieresticer mew Syn ie oneal a? ; what misleading, because of the Besten District — —- = 

7 ° e P or . Ne aver 3 25 

we point with pride to those TV tratlers difference between the 1950 and| Boston 2 14 4| 
| featuring Milton BERLE, Eddie CANTOR, off || 1961, Raster dates. However, in|  soringiield 2 23 is 
> as , about two weeks retail sales may Providence 23 —14 9 
i Bob HOPE, Ed WYNN which we made be expected to again become useful New Test District — ond » 
f for National Broadcasting Company. j asa business indicator Buffalo 10 —1l 16 
Phe ; : . ’ ste New York 16 r—6 17 
Telefilm Inc. Hollywood 28 Calif. Since 1938. | On the current tabulation, bet ne — 8 
Deas sande ennaniieidinnneARIeiammnEtipmmtaimemmeememen | eee Els. were Te- Syracuse —16 4 3 
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Tae by TIME! 


* BOSTON 
$F. Louis 


THE SORG PAPER COMPANY + Middletown, Ohio 
Manufacturers of Printing and Specialty Papers 
SALES OFFICES AND REPRESENTATIVES IN 
NEW YORK 


Converters of faciot tissue whe hold te 
figid standards for strength and texture know 
that they can depend on Serg to meet their 
specifications. For 99 years of paperinaking 
experience has given Sorg a versctility that is + 
unmatched in the industry. With equal skill end 
quality Sorg mills can end are producing a 
wide range of papers for fabrication, conver- 
sion, and printing thet runs the gamet from 
flimsy tissve to tough sturdy 30-poin? tag. 


PHILADELPHIA. * “CHICAGO 


LOS ANGELES 


Month of Feb., °50........280 
pPreliminary. 
*Not adjusted seasonally. 
Philadelphia District —9 —11 23 
Philadelphia —22 —16 17 
Cleveland District —m —0 15 
Akron —! 1 0 
Cincinnati —26 —17 6 
Cleveland —12 —10 21 
Columbus —28 —16 30 
Toledo 8 7 20 
Erie 18 ~2 31 
Pittsburgh 21 10 ll 
Richmond District —2i r—10 “4 
Washington 27 ll 31 
Baltimore —26 —2 —-4 
Atlanta District — r—20 5 
Birmingham —29 —26 2 
Miami —8 r—l 19 
Atlanta 18 r—32 —6 
New Orleans —23 r—7 9 
Nashville —25 —23 2 
Chicage District a! rl u 
Chicago —12 3 13 
Indianapolis —16 11 22 
Detroit —2 8 22 
Milwaukee —4 9 21 
St. Leuis District —71 —16 ‘ 
Little Rock —29 24 0 
Louisville -22 14 3 
St. Louis Area 22 —15 2 
Memphis —19 —26 11 
Minneapolis District -u — ih 
Minneapolis —12 —3 20 
St. Paul —17 —19 17 
Duluth-Superior 0 —12 30 
Kansas City District — —s 4 
Denver —11 12 4 
Wichita 12 —1 16 
Kansas City 8 7 6 
St. Joseph 18 . ° 
Oklahoma City —14 22 3 
Tulsa --1 7 7 
Dallas District —-b ri rs 
Dallas —13 —14 4 
El Paso —13 —19 10 
Fort Worth —17 r—23 
Houston —7 r-—6 19 
San Antonio — 39 15 
San Francisco District —10 r-—i1 ” 
Los Angeles Area ll 14 4 
Oakland 10 18 6 
San Francisco -14 18 12 
Portland 28 0 15 
Salt Lake City 3 —11 16 
Seattle 2 13 18 
rRevised 


| *Data not available 


Production Adwomen Elect 

Kay Lydon, of California Farm- 
er, has been elected president of 
the newly formed Advertising Pro- 
|duction Women’s Club of San 
Francisco. Other officers are: 
| Vice-president, Louise Pollock, J 
| Walter Thompson Co.; treasurer, 
Eulalie Steblay, N. W. Ayer & Son. 
'and secretary, Maxine Davenport. 
| J. Walter Thompson Co. 


Glenn Sutton Replaces Mead 
Glenn W. Sutton Jr., son of the 
| president of Sutton Publishing Co.. 
New York, has been elected treas- 
urer and a director of the company 
| He replaces W. Chester Mead, re- 
tired. The company publishes Con- 
| tractors’ Electrical Equipment 
Electrical Equipment and Metal- 
Working. 


| Pushes New Vacuum Cleaner 

| Hoover Co., Hamilton, Ont., has 
launched a campaign to introduce 
the new Hoover Upright Model 
118. Magazines and weekend pa- 
pers will be used through June 
Direct mail and trade publications 
also will be used. Russell T. Kelley 
Ltd., Hamilton, handles the con- 
sumer advertising. 


Five Appoint Ross Agency 

Philip I. Ross Co., New York, has 
been retained to handle the adver- 
tising of Jan Boon Inc., New York 
and Holland; Klein Institute of 
Aptitude Testing, New York; In- 
serting & Mailing Machine Co., 
Phillipsburg, N. J.; Towers Hotel, 
Brooklyn, and Kenro Graphics, 
New York. 


Simon & Gwynn Appoints Two 
Carlos E. Gordon, formerly art 
director of Henderson Advertising 
Agency, Greenville, S. C., has been 
_named art and production director 
of Simon & Gwynn, Memphis 
agency. W. E. Davidson Jr., for- 
merly with Wyeth Inc., has been 
appointed office manager. 


David Donald Joins Y&R 


David M. Donald, formerly man- 
ager of Lloyd Herrold Co., Chicago, 
has joined the Chicago research 
department of Young & Rubicam. 
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, | men! | 
i s ' 


) more 

| women 

| step up to the 

: newsstands 

to buy women’s magazines | 
than | 


ee ens 


This, in the welter of media claims and counter claims, is a simple, 
self-evident fact beyond argument. 


Another evident fact is that, for most products. younger married 


a trims 


women are preferable to older married women. 


That's because you can keep them as customers longer, the laws of 
life being what they are. 


One magazine reaches the youngest married-woman market. It isn’t 
the biggest market. It couldn't be and be what it is. But it represents 
3,500,000 readers at their earliest as family buyers. It gives you a 
head start with new prospects. 


Which seems like a good idea. 


america’s youngest married-woman audience 
i! c/o Modern romances 


Dell Publishing Co., inc., 261 Fifth Avenue, New York 16, N. Y. 
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Austria Transfers Account 

The Austrian Tourist Department 
has appointed the Charles W. Hoyt 
Co., New York, to handle its ad- 
vertising, effective May 1. Mc- 
Creery, Quick & McElroy is the 
present agency 


Appoints Shaw & Schreiber 

Metalcraft Products Co., Phila- 
delphia, manufacturer of fluores- 
cent lighting fixtures, has named 
Shaw & Schreiber, Philadelphia, 
to handle its advertising. 


Gets Jewelry Account 

Smith-Follett Co., Pawtucket, 
R. L., has been appointed to handle 
the advertising of Francine Inc., 
Providence, jewelry manufactarer. 
Trade publications and direct mail 
will be used. 


Long-Bell Names Gibson 


L. L. Gibson has been appointed 
manager ef sash and door sales of 
Long-Bell’ Lumber Co., Kansas 
City, Mo. He succeeds Earl Ken- 


| yon, who is retiring. 


NEWSPAPER BROADSIDES 
TABLOIDS * OIRECT MAIL PIECES 


ides 1-4444 


Alderson Outlines 
Data on Standard 


Metropolitan Areas 


24—Market 
about the na- 


New York, April 
opportunity facts 
tion’s 168 standard metropolitan 
areas—newly defined by the Bu- 
reau of the Census—were outlined 
last week by Wroe Alderson of 
Alderson & Sessions, Philadelphia 
market research company. 

These areas, he told the govern- 
ment marketing data group of the 
American Marketing Assn., house 
56% of the total population. Man- 
ufacturing plants in the areas em- 
ploy more than 70% of all produc- 
tion workers, their residents get 
about 74% of the total income paid 
to individuals and families, their 
volume of wholesale business rep- 
resents 86% of the national total, 
and they account for 63% of the 
total retail trade. 

Mr. Alderson touched on the im- 
portance of the 12 largest standard 
metropolitan areas, saying these 


WINDOW WISE—F. C. Russell 

over 1951 ad plans for Rusco combination windows. 

O'Neill of Gibbons-O’Neill agency, Cleveland, and Paul C. McCormick, advertising 

director of the Russell Co. Rusco is now running a special large space newspaper 
campaign in selected cities for its new window package unit. 


(center), 


president of the F. C. Russell Co., 


checks 
Overseeing are (left) J. A. 


account for 
population, 


ing employes, 


27.8% 
38.9% 
32.2% 


FIRST in influence! 


FIRST in circulation! 


Daily. . 224,314 
Sunday 280,045 


FIRST in advertising! 
lowest in milline cost 


| 
| 


~ 


MORE WOMEN. 


H 


the Oregonian 


PORTLAND, OREGON 


ator” 


‘ SCHmiry 


than any 
other 
Selling medium 
in the Oregon 
Market! 


By MOLONEY, 


ING, 


of the nation’s | 
of manufactur- 


of total re- 


tail sales, and 49.9% of total 
wholesale sales. 

@ The areas, in order, are: New 
York-Northeastern New Jersey, 
Chicago, Los Angeles, Philadel- 
phia, Detroit, Boston, San Fran- 
cisco-Oakland, Pittsburgh, St. 
Louis, Washington, Cleveland and 
Baltimore. 


The data given by Mr. Alderson 
was described as extremely im- 
portant to advertising, marketing 
and sales people because of the 
new definition of a standard met- 
ropolitan area. 

The 1940 census 
formation for metropolitan dis- 
tricts which comprised cities of 
50,000 or more, plus all adjacent 
and contiguous minor civil divi- 
sions of 150 or more persons per 
square mile. For the 1950 cen- 
sus, these districts have been su- 
perseded by the standard metro- 
politan areas defined and estab- 
lished cooperatively by the Bu- 
reau of the Census and a number 
of other federal agencies under the 


included in- 


direction of the Bureau of the Bud- 


get. 

Each standard metropolitan area 
contains at least one city of 50,- 
000 or more inhabitants. Except 
for standard metropolitan areas in 
New England, each area comprises 
an entire county, or group of two 
or more contiguous counties, which 
are economically integrated. 


@iIn New England, the town, 
rather than the county, is general- 
ly the basic geographic unit. When 
two cities of 50,000 or more are 
within 20 miles of one another they 
are ordinarily included in the same 
standard metropolitan area. These 
areas may also lie in more than 
one state. 

Mr. Alderson, a past president 
of the American Marketing Assn., 
will publish next month a detailed 
analysis of the 168 major markets 
based on data contained in the 
1950 Census of Population, the 
1948 Census of Business and the 
1947 Census of Manufactures. It 
will include official census figures 
for every important category of 
business in the 168 metropolitan 
areas and their component coun- 
ties, detailed data on retail, whole- 
sale and manufacturing activity in 
39 different categories, as well as 
population, sales and income per 
capita in these markets. 


Four A's Chapter Elects 

Newly elected governors of the 
Cleveland chapter of the Ameri- 
can Assn. of Advertising Agencies 
are Dennis J. O'Neill, of D’Arcy 
Advertising Co.; Sam L. Abrams, 
Ohio Advertising Agency Inc., and 
Maxton R. Davies Jr., of Foster & 
Davies. 


Admiral Promotes Glauber 


E. R. Glauber has been appointed 
general manager of the branch 
organizations of Admiral Corp., 
making his headquarters in New 
York. He had been eastern region- 
al manager of Admiral branches. 
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40-City Network of | 
Researchers Set Up 
by Williams Agency | 


New York, April 25—Market-_ 
Eye, an informative market re- 
search service, has been developed 
by the Williams Advertising Agen- 
cy for its clients. 

The service includes a network | 
of retail observers in about 40 
markets which enables a client to 
find out, “on a few hours notice,” 
the impact, promotion, display, 
demonstration and traffic of his 
product in any given store. 

Williams “pays the costs to keep | 
good observers trained and avail- 
able” while the client “pays the 
nominal cost of the time involved 
in completing his assignment, plus 
the cost of long distance telephone | 
calls or telegrams if the question 
has urgency that cannot wait on 
the mail.” 

The agency said no planning or 
scheduling is required to put Mar- 
ket-Eye to work on an assignment. 
“Telephone your question to the 
agency; the ball begins to roll im- 
mediately.” 


| 


Market-Eye reporters, it was 
said, cover a story completely, 
“getting expert reactions visit- 


ing stores and acting as customers, 
thereby receiving the sales treat- 
ment accorded the average pur- 
chaser.” 


Babden Printing Organized 

Sid N. Cottin, of Babden Color 
Printing Co., and Lee Jaffee, for- 
merly with Charm, have organized 
Babden Color Printing Inc., graph- 
ic arts consultant, with offices 
at 415 Lexington Ave., New York 
17. Mr. Cottin is president, in 
charge of sales and customer con- 
tact. Mr. Jaffee, vice-president, is 
in charge of production. 


Two Name Ray Austrian 
Baracuta Inc., London and New 
York, and St. Thomas Inc., Glo- 
versville, N. Y.. have named Ray 
Austrian & Associates, New York, 
as advertising agency. Baracuta 
will push imported British rain- 
wear, and St. Thomas will pro- 
mote personal leather accessories 
Both will use national magazines, 
business papers and direct mail. 


WOR-TV Adds Two Clients 
“Talk to the Stars,” a new 15- 
minute program with Happy Fel- 
ton, will be telecast over WOR- 
TV, New York, following the Dod- 
ger baseball games. Mennen Co., 
through Duane Jones & Co., and 
Tide Water Oil Co., through Len- 


nen & Mitchell, will alternate as 

sponsor. 

Eagle Shoe Names Fisher 
Eagle Shoe Co., Montreal, has 


appointed the Montreal office of 
James Fisher Co. to direct the 
advertising of its line of men’s 
shoes. Newspapers will be used. 


PictSweet Appoints Hill 

Robert C. Hill has been ap-| 
pointed general sales manager of | 
PictSweet Foods, Mount Vernon. 
Wash. 


CAPTURE THE 
15 BILLION DOLLAR 


NEGRO MARKET 


WITH THIS POWERFUL 
NATIONAL NEWSPAPER 


Over 1,500,000 Negroes, the cream of a 
$15 billion Negro market that buys what 
you have to sell, read the new Courier 
regularly. The Courier, America’s most 
represents 


comic section and a 16-page magazine 
section, the Courier is even more com- 
plete, better able to carry — message 
into the homes of the vast Negro market. 
There’s real money in the Negro market 
—be sure you get your share—advertise 
our products in the new Courier. For 
ll details write: 


INTERSTATE UNITED NEWSPAPERS. 
545 Fifth Avenue, New York 


~“t) 


Chicago Adwomen Elect 


Laura Oman President 

Laura K. Oman, secretary-treas- 
urer of J. R. Pershall Co., has been 
elected president of the Women’s 
Advertising Club of Chicago. 

Other officers elected are: Ist 
vice-president, Jean Simpson, Leo 
Burnett Inc.; 2nd vice-president, 
Clare Clowes, A. Brandt Co.; re- 
cording secretary, Martha Dam- 
ron, Campbell-Mithun; corre- 
sponding secretary, Alice Burn- 
ham, Surplus Record Publishing 
Co., and treasurer, Jane Finegan, 
J. R. Pershall Co. 


Gray Names Cabot A. M. 

Perry Cabot, formerly 
Dickie-Raymond, has been named 
director of advertising 
Mfg. Co., Hartford, Conn. He re- 
places Richard O. Pallin. 


with 


of Gray | 
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Moral - Sell with Sight 
-Sound-Demonstration 


Get the selling impact of sight, plus sound, plus action, 
plus COLOR by using film commercials as Spot Movie Ads 
on theatre screens. Your films are shown in commanding 
size, with perfect clarity, as part of the regular program. 


With Spot Movie Ads you can reach prospects in virtually 
all U. S. cities and towns with 1,000 population or over. Or 
you can pick special markets, even special neighborhoods. 
Fill out and mail the coupon today for more information. 


 Satenteaeaheshentestestetentenetenestestentenetentesenteatestententen | 
1 MOVIE ADVERTISING BUREAU | 
! P.O. Box 1223, G.P.O. New York 1, N.Y. ! 
| Please send me more information abou! ! 
i Spot Movie Ads in Theotres. 1 
1 name 
1 YOUR COMPANY Pca | 
| ADDRESS ! 
l —— | 
| ! 
Na ee EE EE SS SS eS ee ee ee ee ae 


ovie Advertising Bureau 


WATIONAL OFFICES NEW YORK: 70 EAST 45th ST. © CHICAGO: 333 NORTH MICHIGAN AVE. © NEW ORLEANS: 1032 CARONDELET ST. 


KANSAS CITY: 2449 CHARLOTTE ST. @ 


CLEVELAND: 526 SUPERIOR N.E. © SAN FRANCISCO: 821 MARKET ST. 


“CS OMIA 3 Ta see: os a eae is a ee ee oF age: + SR oe. Te 
oY Poe gt oe Nes re ee a = ; en. ean : a en : a 9 Ne ee ee ee a = ka a Meek beng gS 
y ao 
it 
es 29 . 
st ae: 
iii te 
Yt po nat 
. 2 ee 
a #5 
4 ed 
| | a 
| \ 
Py 
y raga ER 
} | ¢ - 
Le FA We 
i. nies 
iE $2 
+a a 
4. 7 f 
C. 
{ ae 
{ ae 
{ ee 
i, eels 
nen 
i uN roa 
' = 
' 2 ede 
‘ | R, “3 
:- ae 
a! 
: Pee: 
if ag 
i. — 
| ae 
yy Fey. 
if ‘ , "his 
= at, 
en 
FP. 2 ee es 
t e ce 
> o ol 
/ f bel 
| f . pe 
— ae. - 
Ty 
i ee | x 
| 7. 
( 4 biked 
: rf “a 
; cy. > 
: & 2 
) aaa 
i «oe 
: : ~ 
| ; : : Sar 
j g ee 
| 
, ; eS 
: _ 
\ mt : a see 
i ° r ’ . , 
Po . Pe 4 2 
. tere Se A eee eS. — 
; ' : e. 
! . ; 
. te 
° on 
° rod 
.—l( 
| — . ’ 3a 
| — ‘s Rae 
=™— : : eel 
| — —— . che. 
| Tilines ee Pad . j . a f r- 
a ; ee Aas 
—, ~ — : — % 
ad ° ihe 
. fe 
- & 2 : Bes 
2 e cae 
4 : 4 ° —* 
—_ * (ape 
> r : ia 
a ® ne a 
. —, 
a. : ‘is 
. oie ye 
aan ‘i a oN 
° ad 
Ps ~~ \N = et 
° Pee 
| od : a: “ 
. a 
j ps ie 
ie 
‘ oe 
. i 
\ar = . eed 
. Me ts 
= a hy 
‘a ©. ok 
ay 
: > EMBER COMPANIES: UNITED FILM SERVICE, INC. © MOTION PICTURE ADVERTISING SERVICE CO., INC. eae wal 
your best bet for capturing your share of aay 
this vast and loyal market. And, now. - ; ee 
with an addition of an 8-page. 4-color ee 
ae 
“ae 
aa 
re 
ie 
i. 4 
’ : e . 
ji »: . ax: 
rg 
. ee 
vad = ope 7 
-) a : ne : 3 iia a eo a eae ST Br UR i Se os $ gal yg 
i. ‘fom eo ee oe. nd : a oe. ae - E ) esis 000 tea 
ag ee ee 0. “oe oC IRE ee en oo 


ss 


... on the baseball diamond 


Most uniforms look the same... but that intangible ...IT... lifts one 
player to fame ... makes the crowd roar. IT... means daring and 
doing while others hesitate to follow. IT... wins ball games. IT... 


wins pennants. IT... is the quality of leadership! | 
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AN INVITATION 
Advertising and Agency personnel are cordially invited to a showing 
of IDEAL’S visual story of movie and romance magazine development. 
“TRENDS” covers important advertising and merchandising factors 
of the past decade in a twenty minute fast-tempo presentation. Those 
who have heard it have been profuse in their praise. We will gladly 
present it—singly or in a group meeting—at your convenience. Just 


roll, phone our nearest office. 
a" NEW YORK CHICAGO LOS ANGELES 
MU 3-8191 State 2-5582 Madison 6-9395 


... on the magazine rack 


Most movie and romance magazines look alike... but that intangible 
... IT... lifts one group above others. IT... sets the pace for compe- 
tition. IT... is the quality of leadership—pioneering and advancing while 


others imitate. In the movie and romance field IDEAL’S “leadership” 
means readership! 
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Ocoma Starts Produce Drive 

Ocoma Foods Co., Omaha mar- 
keter of poultry, butter and eggs, 
has launched its most extensive 
national ad drive to date. The cam- 
paign includes magazines and will 
emphasize quality of the products, 
the sanitary conditions under 
which they are packed and the 
protection insured by the govern- 
ment inspected grade A _ seal. 
Pleskach & Smith, Omaha, is the 
agency 


r SIGNS OF LONG LIFE” 
FOR QUANTITY BUYERS 


THE ARTKRAFT* SIGN CO. 
Divteien of | 


Arterah* 
900 Kibby St. Lime. USA 


Sreert hy vt te OF 


Le 


Of, 


competitor! 


BMB 6 or 7 DAYS a week: 


WOW........... 306,060 ) 
Second Station ..202,630 


Gumbinner Takes New Space | 
Lawrence C. Gumbinner Adver- 
tising, New York, has leased the 
entire sixth floor of a new office 
building being completed at 655 
Madison Ave. The area occupies 
approximately 9,700 square feet. | 
Earlier, Grant Advertising leased | 
the entire 19th floor. 
| 
Church Joins Ringer Agency 
Norman A. Church, formerly | 
with Conner Advertising Agency 
and Hal Niemann Associates, Den- | 
ver, has joined Lee Ringer Ad- 
vertising, Los Angeles, as account 
executive and publicity director. | 


KMOX Transfers Cavanagh 

Lee Cavanagh, staff announcer | 
of Station KMOX, St. Louis, has} } 
been transferred to the station's | 
local sales department. 


VI 


its nearest 


EXTRA PAIRS 


103,430 OF EARS 


BMB 6 or 7 NIGHTS a week: 
WOW......... 259,420 


Second Station.. 160,570 EXTRA PAIRS 


For the shock-proof 
Omaha-Plus Market. 


98,850 OF EARS 


590 KILOCYCLES - a strong 7 for 


200 miles! 


BASIC NBC AFFILIATE - li: 
27 years in the making! _ ‘ 


sing Saki 


ALERT, ACTIVE LEADERSHIP — Main- 


FRANK P. FOGARTY, General Manager 


tained 27 years by constant, aggres- 
sive, promotion and merchandising. 


=WwowW> 


OHN BLAIR CO., 


Representatives 


March Sales of Chain Stores 


March » Gain 3 months 
or Loss 
1951 1950 1951 
Food Chains 
*Grand Union $ 13,072,047 $ 10,868,415 +203 § — $ —_- — 
a ° 16,036, 13,637,483 +17.6 48,359,951 40,132,590 +20.5 
Co. 77,712,997 64,348,625 +21.0 = = 523 186,742,988 +210 
| hottonad Tea” 28,312,829 23,450,899 +20.7 730 67,188,091 +25.4 
Safeway , 97,926,003 83,687,907 +17.1 288. 19. 359 243,256,535 +17.2 
Group Total $219,988,671 $185,124,914 +18.8 $644,384.563 $537,320,204 +19.9 
| Mail Order 
tSears, Roebuck $215,068,134 $182,844.632 +17.6 $391,065.385 $325,143,626 +20.3 
Spiegel ... 13 938,326 14,146,776 — 15 31,674,065 29,472,657 + 7.5 
tMontgomery Ward 95,106,936 85,638,713 +11.1 172.679.541 149,443,750 +15.5 
Group Total $324,113,396 $282.630,121 +14.7 $595,418.99] $504,060,033 +18.1 
Drug Chains 
Peoples $ 4,208,304 $ 3.939.224 + 68 § 11,852,599 § 11,009,978 + 7.7 
Walgreen 14,433,009 13,380,229 + 7.9 41,090,419 38,594,164 + 6.5 
Group Total $ 18.641,313 $ 17,319.453 + 7.6 §$ 52,943,018 $ 49,604,142 + 6.7 
Variety and Miscellaneous 
Adam Hat Stores 1,582,795 $ 1495689 + 58 $ 4004263 $ 3.757.828 + 6. 
tAmerican Stores Co 37,849,338 32,493,646 +16.5  460,285.238  408,.708.984 +12. 
{Angerman Co., Inc 753.8 694,091 + 86 1,212,812 1.110.081 + 9. 
Butler Bros. 10,226,869 8.856.294 +15.5 29,604,118 25,369,428 +16. 
Diana Stores Corp 1,852,884 1,408,728 +315 12,928,878 11,296,760 +14. 
Edison Bros. 8,576,805 6.516.401 +316 17,443,502 14,694,772 +18 
Gamble-Skogmo Inc 9,202,245 10,079,826 — &.7 27,239, 23,915,485 +13. 
Howard Stores Corp 3,205,389 3.216.433 — 0.3 7,315,513 365,794 +14. 
Kinney, G. R. Co. 4,022,000 2,574,000 +56.3 7,887,000 5.793.000 +36 
Kresge, S. S. . 26,716,572 20,809,795 +28.4 63,956,862 y —_ —_ +17 
Kress, S. H. 14,656.671 11,811,793 +24.1 36,905,011 +14 
Lane Bryant, Inc 5,084,990 4,784,484 + 63 12,618,682 it 089 és +14 
tLerner 13,407,912 9,222,402 +45.4 20, 387.607 15,343,769 +32 
McCrory 8,480,224 7,374,611 +15.6 21,030,985 19,352,184 + 8 
McLellan Stores 4.559.944 3,627,508 +25.7 7,750,687 6.802.282 +13 
Miller-Woh! Co. 3,304,354 2.598.440 +27.2 21,310,873 20,.206.470 + 5 
Murphy, G. C 13,910,120 10,273,964 +35.4 33,042,129 27,267,320 +21 
Neisner Bros. 5,318,410 4,107,445 +29.5 12,424,668 10,586,252 +17 
Newberry, J. J 12,186,424 9,219,892 +32.2 30,559,920 25,045,395 +22 
Penney, J. 78,520,035 62,323,597 +26.0 198,541,473 159,516,624 +24 
Rose's 5-10-25 1,626,141 1,163,946 +39.7 3,922,198 3,280,633 +19. 
Western Auto 10,831,000 10,707,000 + 12 35,811,000 27,285,000 +31 
Woolworth, F. W. 58,511,593 46,255,650 +26.0 144,228,303 125,464,574 +149 


Group Total . 
Combined Total 
*Not included in totals. tTwo months. 


tTwelve months. Eight months. 


Pulse Survey Studies Product Brand Usage 
in New York Jewish and Non-Jewish Homes 


New York, April 24—Pulse Inc. 
last week announced the results of 
a food and drug products inven- 
tory made to compare brand usage 
in Jewish and non-Jewish homes 
in this city. The study was con- 
ducted from Jan. 10 to Jan. 25 for 
the Joseph Jacobs Organization, 
with a sample of 1,500 families, 
485 of which were Jewish. 

Servel was the most prevalent 
make of refrigerator in all homes, 
and somewhat more Jewish than 
non-Jewish homes were equipped 
with mechanical refrigeration. The 
same holds true, by a _ larger 
margin, for television. Some 62.3% 
of the Jewish families had TV sets 
in their homes, compared with 
41.4% of the rest of the city’s 
population. In Jewish homes the 
leading makes were RCA (31.4% ) 
and Admiral (10.2%). Leaders in 
other homes: RCA (24.3%), Phil- 
co (12.8%). 

Automobile ownership was pro- 
portionately higher among Jewish 
families. Best sellers: Oldsmobile 
(15.0%) and Chevrolet (13.2%). 
Top brands among non-Jewish 
families: Chevrolet (16.9%), Ply- 
mouth (14.2%). 

Minute Maid and Snow Crop, 

1 that order, led the frozen fruit 
juice inventory in Jewish homes. 
In other homes it was Minute 
Maid, Birdseye and Snow Crop 
In the Jewish market Kemps and 
Libby tomato juice bested Camp- 


bell’s, the leader in non-Jewish 
homes. Birdseye led in frozen 
foods. 


e Campbell, however, ran away 
with the field in all homes for all 
types of canned soup 

Coffee favorite in Jewish homes 
was Maxwell House with a score 
of 31.1%. In other homes, Max- 
well House was neck and neck 
with A&P Red Circle, both scoring 
15.2%. More homes had instant 
coffee on hand this year, with 
Nescafe leading 

Brand leaders in other product 
categories were: beer and ale, 
Schaeffer (7.0% ), Ruppert (6.4% ) 
in Jewish; Rheingold (14.3%), 
Ballantine (12.0%) in non-Jewish; 


ginger ale, Canada Dry (15.5%), 
Hoffman (11.5%) in Jewish; 
Hoffman (18.3%), Canada Dry 


(11.4%) in non-Jewish. 
Ready-to-eat cereal, Kellogg's 
corn flakes (40.5%), Kellogg's Rice 
Krispies (29.8%) in Jewish; corn 
flakes (30.0%), Rice Krispies 
(14.2%) in non-Jewish; white 


bread, Silver Cup (20.2%), Bond 
(10.9%) in Jewish; Silver Cup 
(17.1%), Taystee (13.3%) in non- 
Jewish; toilet soap, Palmolive 
(59.6% ), Ivory (41.0%) in Jewish; 
Ivory (46.0%), Lux (22.3%) in 
non-Jewish. 


Cigaret preferences were tabu- 
lated separately for men and 
women. Women, Chesterfield 


(19.2%), Camel (8.7% ) in Jewish; 
Chesterfield (16.2%), and Pall 
Mall (4.5%) in non-Jewish; men, 
Chesterfield (204%), Camel 
(17.3%) in Jewish; Chesterfield 
(23.7%), Camel (13.3%) in non- 
Jewish. 


NBC Rents Hollywood Theater 
The National Broadcasting Co 
has leased the El Capitan Theater, 
Hollywood, as an origin for radio 
and television programs. The the- 
ater has a seating capacity of more 
than 1,000 and contains complete 
facilities for large-scale produc- 
tions. It is within two blocks of 
NBC’s Hollywood Radio City. 
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‘Fiberglas Using 


’s &8| Color-B&w in ‘Time’ 


ToLepo, April 26—Owens-Corn- 
ing Fiberglas Corp. introduced 
a new advertising unit in the April 
23 issue of Time—a left-hand page 
in four colors with one-third of 


| the opposite page in b&w—as the 


first of a continuing series which 
the company will use each fourth 
week for the remainder of the 
year. 

Each ad in the campaign will 
present a dominant illustration 
showing the use of Fiberglas ma- 


| terials. The illustration “jumps the 


$334,366,549 $271,615,635 +23.1 $1,210,411,326 $1,039,039,242 +16.5| 
$897,109,929 $756,690,123 +18.6 $2,503,157,898 $2,130,023,621 417.5 


| fold” to 


| several 


the single b&w column 
on the opposite page. 

“This type of ad is employed for 
basic reasons,” Peter J. 
Fluge, advertising manager, ex- 
plained. “Its format commands at- 
tention. Its size enables us to tell 
our story dramatically. Budget- 
wise, it permits morc ads in the 
series, compared with spreads.” 

The first ad tells why passenger 
airplanes “wrap you in glass.” A 
transport plane is shown with its 
cabin cut away to display Fiber- 


| glas insulation. 


Fuller & Smith & Ross, Cleve- 
land, is the agency. 
| Clarifies Sales Tax 

Liller, Neal & Battle, Atlanta 


«gency, has secured legal opinion 
clarifying the new Georgia sales 
tax of 3%, which went into effect 
April 1. According to the opinion, 
the sales tax must be applied to all 
printing charges, including re- 
prints of ads originally appearing 
in a publication. The tax should 
not be paid on purchases of en- 
graving plates, mats, art work, etc., 
where these elements are to be 
used in a_ printing operation. 
Charges by a publication for ad- 
vertising space are not subject to 
the tax. 


Koppers Advances Two 
Koppers Co., Pittsburgh. has 
named T. C. Keeling Jr. and 


George W. Naylor as assistant vice- 
presidents in the chemical division 
Mr. Keeling is sales manager of 
the division and Mr. Naylor man- 
ager of the division’s sales develop- 
ment section. 


Lund Joins State Department 


Professor John V. Lund, head 
of the advertising sequence at the 
University of Iowa School of Jour- 
nalism, has taken a leave of ab- 
sence to become an information of- 
ficer with the U. S. Department of 
State in Helsinki, Finland. 


SAVED MONEY 
ON HIS PLATES? 


No pun intended, but there 
must be a moral in this 
some where! 


Seriously, we believe it is 
equally ludicrous to sacri- 
fice quality and appearance 
for low price in photo en- 
gravings. 

For 59 years, we have been 
in the business of making 
fine printing plates. Globe 
customers know that they 
can always count on this 
consistent quality. 


If you'd like the peace of mind that goes with a de- 
pendable source of supply, call HArrison 7-5305 today. 


GLOBE 


ENGRAVING and ELECTROTYPE COMPANY 
HArrison 7-5305 + 711 South Dearborn Street + Chicago 5, Itlinois 


Process Color Plates + Benday and Black-and-White Engravings + Electrotypes and 
Nickeltypes Molded in Lead, Tenaplate and Vinylite 
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By pore som 


(Penmayivore Dvich meamng thrifty) 


The Pennsylvania Ouich have @ reputotion for 
Trifrmess ond good eating. Thot's why Musselmen's 
Apple Souce is @ favorite with Pennsyivame Duich 
house~ ves. 


Seuce reedy te Serve! 
Why woke Apple 
Sevce of homel Mus- 


FREE! “Peniylucnia Dudch” MAM BOOK 

DO eae w hed crows fe Penney ene Burch Duden Paton 

wD fowoes Femme one Duet Sevmge Send seme ond ettren 

CH Soneimen Co. Higiereiia, Pe Beet meted hee of ence 
._ 
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WONDERFUL GOOD—Pennsylvania Dutch 
headlines hove been used by C. H. Mus- 
selman Co., Biglerville, Pa., for its apple 
sauce and other products. “Schpore som” 
to Pennsylvania Dutchmen meons “thrifty” 
—and that’s importont! Clements Co., 
Philadelphia, handles the account. 


Western Union Now 
Servicing TV Sets 
in New Jersey Test 


New York, April 26—Western 
Union Telegraph Co. has formed a 
subsidiary, Western Union Serv- 
ices, to install and service televi- 
sion receivers. Thomas F. Mc- 
Mains, vice-president and assist- 
ant to the president of Western 
Union, is president of the new 
company. 

Starting in May, the company 
has been authorized to install and 
service DuMont receivers in Essex, 
Passaic and Union counties in New 
Jersey. 

A yearly contract will cost ap- 
proximately $65 for a 17” receiver 
and $85 for a 19” set—the price 
generally charged for service on 
a DuMont receiver. 

If the limited test operation 
proves to "be successful, Western 
Union may expand the service to 
cover other set manufacturing 
companies. 

Commenting on the move, Mr. 
McMains said: “We believe that 
with the coming expansion of tele- 
vision westward, and the estab- 
lishment of numerous stations all 
over the country serving millions 
of new television home receivers, 
an ever greater public need will 
develop for efficient and reliable 
television receiver servicing.” 


Olin Named Board Chairman 


John M. Olin, president of Olin 
Industries Inc., has been elected 
chairman of the board of directors 
of the Ecusta Paper Corp., Pisgah 
Forest, N. C. Ecusta, an Olin sub- 
sidiary, is now constructing a 
cellophane manufacturing plant, 
scheduled to start production in 
September. 


Flowers of Hawaii Moves 
Flowers of Hawaii Inc., Los An- 
geles, has moved its general sales 
offices to 670 S. Lafayette Park 
Place. The company, one of the 
larger shippers of orchids and 
tropical foliage, has been actively 
engaged in sales promotion for 
flowers and foliage in recent years. 


Appoints Wertheim-Breig 

Wertheim-Breig, New York, has 
been appointed to handle the ad- 
vertising for O. Pagani & Bro. Inc., 
music publisher. Trade publica- 
tions and music journals will be 
used 


Eklund Made K-F Sales Head 
Nils O. Eklund has been ap- 
pointed general sales manager of 
the Kaiser-Frazer Corp., Detroit. 
He succeeds Steve Girard, who was 
elevated to assistant general man- 
ager. 


Hirshon-Gartield Names Two; 
Gets Glove Account 


Phillip Bassel, formerly of Saks 
Fifth Avenue’s advertising depart- 
ment, has joined the radio-TV de- 
partment of Hirshon-Garfield, 
New York. Myron Moses, previ- 
ously of Sterling Advertising, has 
been named an account executive 
of the agency. 

Bacmo Postman Corp., Glovers- 
ville, N. Y., maker of gloves, has 
appointed Hirshon-Garfield to 
handle its advertising. 


Names Story to Welfare Post 


The Wisconsin Senate has con- 
firmed the appointment of Harold 
W. Story, vice-president of Allis- 
Chalmers Mfg. Co., Milwaukee, to 
a six-year term on the state board 
of public welfare. 


Gets Restaurant Account 


Chock Full O’ Nuts, New York 
restaurant chain, has named Elliott 
Nonas Advertising, New York, as 
its agency. For the present, a 
newspaper campaign using 
modernized versions of nursery 
rhymes is planned. H. W. Fairfax 
Advertising formerly carried the 
account. 


Two Name Knight & Gilbert 

Knight & Gilbert, Providence, R. 
I., has been appointed to handle 
the advertising of Irons & Russell 
Co., Providence, manufacturer of 
emblematic jewelry, and United 
Electric Railways Co., Providence. 
Irons & Russell will use trade pub- 
lications and direct mail, and 
United Electric will use newspa- 
pers, radio and car cards. 


DRUG & COSMETIC 


INDUSTRY 


Covers an industry where a brilliant record 
in developing new products through research 
has brought an increasing alertness and need 
for new materials, packages and equipment 


Also Publishers of Beauty Fashion 


are there 


ys 
These SRDS books carried over 
pages of 
Service-Ads in 1950 


Then you're losing profitable business that could be yours 


Loss-Gaps are breaks in your lines of communication with agencies and 


advertisers when they're making market and media decisions. There's no 


predicting them. For instance, they may occur when buyers, alone or in 


conference, are comparing advertising opportunities in your field and 


choosing the media to use . . . 
about individual markets and media . . . 


or when they're settling differences of opinion 


or revising lists and schedules. 


At such times media buyers frequently closet themselves away from all 
means of outside influence except the SRDS Publications. Out of habit, 
out of necessity, the people most responsible for the media decisions of 


every important national or regional advertiser look to SRDS Publications 


for indispensible buying information. 


Service-Ads bring media buyers and sellers together under 
propitious circumstances for both 


Service-Ads are ads that supplement and expand media listings in every 
SRDS media publication and market listings in “CONSUMER MARKETS” 
with information that sells by helping buyers buy. 


Service-Ads stand directly in front of prospects who are looking for the 


facts about your medium and its market. 


They're likely to be your sole 


means of representation at vitally important times of appraisal and deeci- 


sion. They close Loss-Gaps that cost you business. Be sure to get the whole 
Service-Ad story. A word from you and we'll get on the job. 


This ONE BIG FACT makes the SRDS 
books good, economical media advertising 
mediums — different from every 
Buyers USE them when they are solving 
market and media problems and making 


media decisions. 


buyers. Buyers reach THEM. 
publi 


SRDS publications do not just * 


tions you do not seek to interest 
buyers in your media information. 
buyers SEEK such information. 


SRDS publications cover no counter di- 


“The SRDS PUBLICATIONS: 

CONSUMER MAGAZINE ADVERTISING RATES & DATA 
NEWSPAPER ADVERTISING RATES & DATA. . 
RATES & DATA 


BIANDARD RATE 


play specialists, few retail store advertis- 
ing people. National and regional buyers 
of space and time are their regular users 

media buyers, advertising managers, ac- 
count executives the people most con- 
cerned with market and media selection. 
In SRDS publications you need not divert 
promotion dollars to costly art work, nor 
use space for attention-getting devices. 
Buyers want useful information in these 
pages, arranged in simple, orderly fashion, 
to help them buy wisely, without wasting 
time. 


BUSINESS PUBLICATION ADVERTISING RATES & DATA 
. RADIO ADVERTISING RATES & DATA 
TRANSPORTATION ADVERTISING RATES & DATA 

SERVICE . . . ABC WEEKLY NEWSPAPER ADVERTISING RATES & DATA. . 


TELEVISION ADVERTISING 
WATIOWAL WETWORK RADIO & TELEVISION 
CONSUMER MARKETS 


AND DATA SERVICE 


The Notiona| Authority Serving the Media Buying function 


Walter E. Botthof, Publisher 
ee eee Oe Te Ree 


ee ee a ee ee ee 


ec |. * ©.) eee ee AR aes a <n ae ‘ Bei ok cet oa al y 7 Sy” A or ae AN PE ony 
fro ka ee a ee ee) a ee . * ‘5 GRAMME 2 oc abt ~ re: Se Ste Seg ne, NS 
Es . - 7 - ‘ e é ss : a my in a af, ‘i 4 
ae, = “A 
' © 
| a 
ee 34 ae 
2 ot 
“ee 
ee =e 
So rr <S 
LS ta he 
x re we 
¥ ‘ ee 
* re fe 
ee 4 
: : bas bm 
, 2 ‘ee 
| sr p 
) i . rs 
: i — oe we ‘% ¥ 
' rock Fever A 7 be 
7 ff ~ 1 
} | ; : % 
, F [4 reimors Ros Me teh > ai. 
i we, Fever of epplen ght ras ne 
/ » of the tree! Taste # ee bar 
“s wo ve! ee the 
+ a 
! ee 
” ey ; e. 
Nyss 5, | Wranderfal Goad! § ee | Ks 
[MANS Ponnsyiverie Dutch words ~ é iS. 
| the of praise. Just try... ~ % “ eo 
4 Ap ~<—= iin ee ‘a Cero se. ee i. > ve on it * Ee 
| Ple MUSSELMAN’S Sow 
_\° S.Ct |r ee aS ee 
——— ae 
j - apple sauce . wy, 
———— . 
/ i ' sath 
| ‘ ' Va 
; ; ic 
H H * - . SS 
re —.! n r e a se n ee 
| l ur meat l pe. 
> . & 
J 1s) . " 
a1 
me a 
{ } - 
F 14 
Mars 
ts 
; Fim” 
_ — an 
rh 
(F came 3 
Ps : satis 7 
eee yy 
Y ke 
: ees 
| eee ; es 
oe 
eee | ee 
f Sennen ; Ryd 
' “ea 
i : “ : ae 
— 
| a 
Ld eat 
' _ ee 
, pay a 
ee eae 
Mei 
Reine 4 
aa 
fee 
ie 
1 — i rs 
ane 
CL 
CO - <o. 
| et 
| es 
\ | c 
{ a i 
(ha 
mt 
es 
EE EEOEOOOEOOEEEEEEEe 4 ¢ 
il 
Mat: 
Ao ™ 
P| cave 
a. 
Shee 
Ry vie 
ee mee reach ret 
; . In SRDS + Fate 
. — ie i 
‘ a a™ yan 
BS i 7 ® . Sty 
' >; 4 ‘ i cae, 
i i yy, os ee 
f 7 ok Rea 
t it a — 4 2 x 
~ s 7 a. ade € 
4 “ sot ef 
< , q ere 
| a =’, a 
=| q +e % ‘ 
Ht . ity led 
é »* v iar ee 
: at i mk 
| be Pid aoe. AE 
be Oe ; . "I rept 
ae } v Lay 
: ‘ Aa ede 
' , ee ae A ie eis 
; “ ; ae ; ‘ e 
A * a" 
| f ae f “Wie 4 
j ’ ‘ ‘ = sf ; an 
os, Sune = 
‘ee 
he oy 
—— — one ee a eee 
Ce ° <a ig age 
po OE ; ' gees ee - : : : : oa Fs ay 
i eR oe ae oe dae. - ee one oe a Lak a Stig Ca : ; ae 5 } ee 
eth See es 7 _ ar tee + i ig a re. : > io in Ae i Sopp eee u Ee Ech 
foie: oe > i = Cole “a ‘ae a 7 é oO} lek: ee ae = oe a: ee o-oo e hpeeee 
Ae et | a seas a Sd hee — OS . (Ga aa a Po a ee [a wes wt a 


Re ea oa 


e 
g 
2 
3 
: 

i ; 

SS : 

Hy, : 

Ay 

Bt 

te 

+h 

€ 

Hy 

4 

ki 

a 


34 


Dissatistied with Four A’‘s 
Test Report; Wants Advice 

To the Editor: In one of your is- 
sues I read of the Four A’s exam- 
ination to be held on Feb. 17th in 
San Francisco. For many years I 
have been readying myself for 
what I thought (after much soul 
searching) was a perfect back- 
ground for a career in advertising 
and here at last, now that I am 
ready, was the opportunity. With 
a $15 check in the mail and the ac- 
ceptance card in my hand I waited 
for Der Tag. Feb. 17 arrived windy, 
rainy and definitely non-inspir- 
ing. The test siarted at 8:30 a.m. 
and at 3:45 I stood up, the first 
of some 20 candidates to turn in 
my papers. I stood up and reflec- 
ted...I had done everything I had 
been asked to do to the best of 
my ability, panic to the contrary 


This department is a reader’s forum. Letters are welcome. 


I had filled out everything, hadn't 
turned two pages instead of one 
and, incredibly, everything was in 
order. The papers checked in, I 
left my perspiring fellow-candi- 
dates and rushed home to settle 
down to five weeks of nail-chew- 
ing wondering! 

March 29 brought with it the 
sought after brown envelope which 
hoisted me up (high up) on the 
horns of a dilemma which can only 
be resolved for me by advertising 
people—not pedants—but men and 
women to whom advertising is 
bread and butter, work and play 


First things being what they are 


I shall start with what I truly 
thought to be a desirable back- 
ground for an employer in the ad- 
vertising field (as a rank outsider 
and beginner, the answer to this 


Sales Grow Fat, too 
when WTAR sells the Norfolk 
Metropolitan Sales Area for You 


The potential is plump for 


Metropolitan Sales Area— 
And 


Virgima 


because 


your product in the Norfolk 


Norfolk, Portsmouth, Newport News, 


WTAR brings home the Sales at lowest cost 


BMB shows 85-90°/, penetration in this four-county metro- 


politan market—PLUS 50%, or 


more, in 27 other counties in 


2 states. Hooper says most Nor-folks listen to WTAR most of 


the time. So, WTAR delivers more listeners per dollar than 


any other local station, or any combination of other local sta- 


tions. Easy to see why you need WTAR to sell Virginia's largest 


market. 


Put WTAR to work for you today. Call your Petry Man for 


availabilities, or write us. 


Norfolk, Virginia 


NBC Affiliate 
5,000 Watts Day and Night 


Nationally Represented by 


EDWARD PETRY & CO., Inc. 


should be most revealing not only 
to myself but to others in the same 
spot). I have had two years of col- 
lege, where I majored in English 
with a psychology minor; I spent 
three years in prewar Europe, 
where I studied languages, music 
and art—end result I speak, read 
and write four languages and have 
a pretty fair knowledge of things 
cultural. During the war I was a 
censor, a job which on the face of 
it would not prepare a person for 
anything in the business world and 
yet it required a great understand- 
ing of semantics, of people—their 
problems, the things they might 
say under stress and the way the 
great mass mind works at the per- 
sonal, intimate level. This was fol- 
lowed by four years [as] a house- 
| wife, mother, part-time interior 
decorator, part-time club woman 
and I even found time to cram in 
}some typing and editing of M.A. 
| and Ph. D. theses for Stanford stu- 
dents. 
Time and life being the moving, 
changing things they are, I have 
within the past year and a half 
found myself alone with three chil- 
| dren to take care of and well re- 
{alizing that my earning capacity 
as a secretary is strictly limited, I 
|did that “soul searching” men- 
| tioned earlier and came up with 
this evaluation...I1 must work 
where my earning potential is 
| greatest, I wish to work with ideas, 
| creative people, challenging prob- 
|lems and preferably with young 
|and middle-young people who 
| have a new and stimulating ap- 
proach to life rather than the 
stodginess associated with staid 
and established business, I must 
work in a field where a diversified 
background will pay off, where a 
woman who has bought the best 
and had to shop for the cheapest 
could bring this knowledge to bear 
...WHERE? I came up with the 
answer. .. ADVERTISING. 

We come now to the denouement 
of March 29; the report on the Four} 
A’s test reads this way: | 

STRONG AREAS | 
Fluent imagination, excellent vocabulary, 
convincing writing style 
Speed and accuracy in handling clerical 
details 
Outstanding insight into sales psychology, 
good social acuity 
PROBABLE WEAK AREAS 
Little arithmetical talent. | 
Lack of aptitude for visualizing three di- | 
mensions | 
May not find advertising emotionally 
satisfying 


SUMMARY OF TEST INDICATIONS 


CONTACT or SELLING No 
PLANS & MERCHANDISING Fair 
RESEARCH No | 
not sufficiently challenging | 
COPY Good | 
MECHANICAL PRODUCTION No | 

| RADIO & TELEVISION Fair 
LAYOUT AND ART No | 


*Ideally, this candidate ought to do free- 
lance writing and support herself at an-| 


other type of job until she has “estab-| 
lished herself” as an author. If this is| 
not feasible, however, editorial work 


(leading into articles and fiction) in con- 
nection with a newspaper or magazine | 
would be recommended in preference to | 
advertising copy 


My centile ranking was for the 
most part in the 90s with the very 
notable exception of the 10 and 
20 in arithmetic reasoning and vis- 
ual imagery. | 

As for that tag about not finding | 
advertising emotionally satisfying | 
and not finding it sufficiently chal- 
lenging, is it possible that the posi- 
tion taken is that “good” writers 
are not needed or wanted in the 
advertising field? Could it be that 
one with fluent imagination, excel- 
lent vocabulary, convincin, writ- 
ing style would be out of place in 
advertising? Tell me one thing... 
Is there anything “ideal” about 
doing free-lance writing and sup- 
porting yourself at another job un- 
til established? San Francisco’s 


North Beach district is full of stu- 
dios 


where writers beat their 


brains out trying to attain this 
“ideal” but it is unrealistic, out- 
moded and impractical. I like 
Cadillacs and Dior models, but I 
haven't developed any noticeable 
neuroses because I am gowned by 
Macy’s and drive a Ford. Writing 
in a frenzied flurry may be pic- 
turesque, but I would rather have a 
job to sink my teeth in, a chal- 
lenge to meet and beat and a pay 
check every month 

The point I try to make is that 
this Four A’s test is supposed to be 
the answer to those of us who are 
trying desperately to get into ad- 
vertising only to be met at every 
turn by those words—sorry, we 
don’t consider anyone without 
experience! Where do these expe- 
rienced people get that experience? 
Where oh where is the door open 
to neophytes? Through this test, 
where one is told you are good... 
you write well, too well? 

I find this almost incredible. It 
was my feeling that advertising 
offered scope for the expression of 
artistic talent as well as adequate 
remuneration and that in these two 
things it was unique and for this 
reason the answer to my particular 
prayer. During the past few 
months I have been the secretary 
to the advertising manager of a 
grocers’ trade journal and my 
experience with people working in 
advertising is that they are vital, 
clever, sincere workers and that 
there is room for those with talent 
and that somewhere this Four A's 
evaluation is off...now the ques- 
tion is, am I right or wrong? This 
is something only you can answer. 
Maybe writing is good for the soul, 
but my soul doesn’t eat and my 
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body does and for that I can do 
advertising CAN’T I? 
I don’t like it up here on this 
hook—please get me off. 
JACQUELINE MARGETT-DWYER, 
San Francisco. 


Wallpaper 24-Sheet Makes 
A Hit in Ohio Experiment 

To the Editor: Enclosed are two 
photographs illustrating a novel 
idea in poster advertising carried 
out this spring for Gelsanliter’s, 
one of our local accounts at Mt. 
Vernon. To the best of our know!l- 
edge this is the first time such an 
idea has been used in Ohio, al- 


though we do know a poster show- 
ing of real wallpaper was em- 
ployed in Clarksburg, W. Va., sev- 
eral years ago 

For Gelsanliter’s a regular post- 
er showing was used. High grade 
waterproof wallpaper was fur- 
nished by the client, a different 
design for each panel in the show- 
ing. The wallpaper was posted in 
the exact size and area of a con- 
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ventional 24-sheet with the usual 
blanking paper margins. For ten 
days the wallpaper alone appeared 

..This “teaser” display was then 
overlayed diagonally with center 
imprint sheets, copy reading 
“Gelsanliter’s 1951 Wallpaper.” 
The showing appeared thusly for 
the remainder of the 30-day pe- | 
riod contracted. 

Our wallpaper posting experi-| 
ment has been an entire success. 
Public reaction in Mt. Vernon has 
ranged from expressions of mild 
curiosity to open admiration of a 
bright idea in merchandising. The 
customer reports business brisk in 
his wallpaper department. We 
think it has stimulated interest in 
our medium locally to a measur- 
able degree. 


W. E. Harovp, 
President, Harold Advertising | 
Co., Newark, O. 
e o e 


Depends on How You Read It 
To the Editor: If MBS and NBC 
pronounced the word “lead” as we 
did in our first reading, they must | 
have been mighty happy at the 
“caption boner of the year” in the 
CBS spread in ADVERTISING AGE, 
April 9: “The lead had never been | 
greater!” 
Mark Gross, 
President, Mark Gross & Asso- 
ciates, Indianapolis. 
Peculiar, the English language, is 
it not? 


Trademark Joins the Service 

To the Editor: Almost any day, 
now, we expect to find in our mail 
a letter from the Secretary of the 
Army beginning: “Greetings! Your 
copyright slogan—The Mark of a 
Man’—has been selected to serve 
in U. S. Army recruiting advertis- 
ing during the present emergen- 
eae 

Probably this letter has been 
somewhat delayed. Because, in 
magazines recently, there was our 


copyright slogan marching proud- 
ly across the top of a full-color 
Army recruiting ad. Our advertis- 
ing agency, N. W. Ayer & Son, de- 
veloped the slogan for us early in 
1950, and we have used it ever 
since, always attaching a copy- 
right notice. 

We were interested to see that 
“The Mark of a Man” in the Army 
ad is a sergeant buckling on a belt, 
just as in our advertisements “The 
Mark of a Man” refers to Pioneer 
belts and other men’s wear acces- 
sories. The Army sergeant is not 
using a Pioneer belt, but if a man 
has to wear a belt other than one 
of ours, we can’t think of a finer 
belt than the U. S. Army's “pistol- 
heavy webbing.” 

In case somebody in the Penta- 
gon forgets to notify us that our 
copyright slogan was drafted, this 


is to report that we're proud and 


happy anyway that Pioneer's “The | 
in the Army, 


Mark of a Man” ji 
now. Do you suppose it can get a 
furlough to do some work for us? 
RAtpH J. ROBERTS, 
Advertising Director, Pioneer 
Suspender Co., Philadelphia. 
. . e 
Editor Takes a Bow 

To the Editor: Just a word of 
commendation on your new make- 
up. 

The grouping of special features 
as a special magazine section 
greatly adds to the appearance of 
your publication. 

Making these excellent and 
noticeable changes in your format 
gradually is noteworthy and I am 
sure is much appreciated by your 
readers. 

CHARLES E. HOLMES, 

Holmes Printing, Asbury Park, 

N. J. 


English Advertising Student 
Wants to Exchange News 

To the Editor: This is Friday 
13th, but I’m still hoping that I'll 


| be lucky. 


I am working in London, study- 
ing advertising. My college lec- 
turer in administration advised us 
to study American methods of ad- 
vertising—although he did not 
recommend that we imitate them. 

Could you please put me in 


| touch with someone who is study- 


ing advertising over there—some- 
one who would be willing to ex- 


International Advertising Confer- 
ence) and the Festival has inspired 
hundreds of new campaigns, de- 
spite shortages of materials. 

Perhaps one of your Junior Ad- 
vertising Clubs in Chicago would 
be interested; or maybe someone 
in one of your business colleges? 
I do hope you can help me 

Jum. Aston CHURCHILL, 


“Brooklands,” Golden Cross 
Corner, Rochford, Essex, 
England. 


+ 7 
San Jose Scores High 


change notes with me, and who|in Color Advertising 


| would perhaps send me copies of | 


To the Editor: For several years 


ADVERTISING AGE in exchange for| the San Jose Mercury and News 


our British Advertiser's Weekly? 


| have run a great amount of color 


(The editor of the latter magazine | advertising. Since we don’t belong 
very kindly gave me the address| to Media Records, tabulations are 


of your own, by the way.) 


I don’t think my letters would be 
dull—there is plenty going on in 


not made on totals at regular in- 
tervals. 
Upon checking the press rec- 


London this year (including the! ords, which we know are accurate 
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because we bill through them, we 
found we ran 603 ads, totaling 
684,439 lines of color last year. 
Upon checking we find this puts us 
very close to the top in the U. S. 
Ropert Barton, 
Advertising Promotion Man- 
ager, San Jose Mercury and 
News, San Jose, Cal. 


FREE COMPREHENSIVE 
LAYOUTS! 
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“4f your job, like mine, is buying printing, you may be a 
planning a series of mailings today—a broadside, a product 
announcement, envelope enclosures, package inserts. Tomor- 5. 
row it may be a new letterhead with envelopes to match. 
Or you may need an eye-catching cover for your catalog. 6 
Later on you may bring your office forms up to date—or 
revise your file cards. 7 
“How do you choose the right paper for each job? Fumble 
through piles of samples, swatches, portfolios? That’s what 
I did—once. But now I just turn to my Comprehensive 
Sample Book of Hammermill Papers. Here in this handy 
volume, I find in a minute or two exactly the information I 
need. I mean it! Jt’s the most useful book on my desk.”’ 
Send for your copy of this master Sample Book—keep it 
on your desk for ready reference. To buyers of paper and 


printing, it’s FREE. 


Send for FREE copy now/ 


“Here's the most useful 
book on my desk 


and it's PEEL 


It’s the new edition of Comprehen- ; 
sive Sample Book of Hammermill 
Papers... 201 pages . . . stepped 
. “lie-flat” binding! 
WAYS YOU'LL | 
USE THIS BOOK! 


Here you'll find paper to help you... 


1. Cheese paper for letterheads that give the right 


“ . 


impression of your firm. 


saving. 


inten Se 


2. Select the right peper for your office forms. 
« Maintein clean, durable ledger entry records at @ 


. Use paper for checks and “money valve” printing 
that have the look of importance. 

Obtain cleaner, more readable copies from every 
run on your mimeograph machine 

. Secure one paper thet runs equally well on either 
gelatin or spirit duplicators. 
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lite. 
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Hammermill Paper Company 
1459 East Lake Road, Erie 6, Pa. 
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Slichter Sights 
Reasonably Rosy 
Business Future 


New York, April 24—Our stand- 
ard of consumption for the coun- 
try as a whole is likely. to drop 
very little during the defense econ- 
omy, and the drop will not be of 
long duration. 

Sumner H. Slichter, Lamont 
Professor at Harvard University, 
and probably the best-known 
economist in the U. S., voices that 
prediction in “What's Ahead for 
American Business,” just issued by 
Little Brown & Co. 

Dr. Slichter estimates the net 
national product in 1951 is likely 
to be between $275 billion and 
$284 billion, in terms of dollars of 
third quarter 1950 purchasing 
power, avid he believes net na- 


tional product in 1952 is likely to 
be about $16 billion more than in 
1951. 

“If domestic military expendi- 
tures and foreign aid are about $40 
billion in 1951 and $50 billion in 
1952,” 


he says, “the output avail- 


gor 


your 
BINDERY 


CHICAGO 16 


‘CAlumet 5-3224 


and 


able for non-military outlays will 


be from $235 billion to $244 billion | 


in 1951 and $241 billion to $251 
billion in 1952. In 1950, the output 
available for non-military expend- 
itures was about $244 billion. 


s “Cuts in the output of housing 
and of durable consumer goods, 
such as automobiles and various 
household articles, will probably 
permit the increase and improve- 
ment of plant and equipment to 
continue at close to the high rate 
of 1950,” Dr. Slichter says. “All of 
this indicates that the total volume 
of goods available for personal 
consumption will be little different 
in 1951 from 1950, though some- 


what smaller than the volume 
available in the second half of 
1950. 


“It also indicates,” Dr. Slichter 
says, “that the volume of goods 
available for consumption in 1952 
may be a little bit higher than in 
1951—though this last assertion as- 
sumes only a limited rise in mili- 
tary expenditures in 1951 and 1952. 
When account is taken of the rive 
in population, the quantity of 
goods available for consumption 
per capita will compare less favor- 
ably with 1950.” 

Distribution of income in 1951 
and 1952 will differ in imporiant 
respects from 1950, Dr. Slichter be- 
lieves. “Part of the population,” he 
says, “will enjoy a rise in its stand- 
ard of living and part will suffer 
a fall. The persons who gain most 
will be the ones who otherwise 
would not have been employed— 
those who represent the drop in 
the unemployment rate and the in- 
crease in the labor force. The 
groups that will enjoy the next 
largest gains will be the politically 
favored ones such as the farmers; 
people in a strong bargaining posi- 
tion, such as trade union members; 
and many of the self-employed 
whose activities are not easily reg- 
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month of March, 1951. 


December, 1950. 


according to W. J. Storen, 


collector. 


Postmaster Edmund P. Grice, 


Keep Your Eyes On Charleston, S. C.! 


NEW ALL-TIME HIGH 
IN CHARLESTON SHIPPING 
ESTABLISHED IN MARCH 


RECORDS SMASHED 
BY SHIPS DOCKING AT CHARLESTON 
PORT FACILITIES IN MARCH, 1951 


Ships docking at South Carolina state ports authority 
facilities in Charleston set a new all-time high during the 


5. P. Qualey, director of ports authority operations, 
said 43 vessels loaded or discharged cargoes totaling 
61,441 tons, almost 10 per cent above the record set in 


Authority railroad facilities also reached a new high 
in March, handling a total of 2,485 freight cars. 

Accounting for the peaks was a general all-round 
increase in port activity together with large shipments of 
imported steel pipe, fertilizer, sulfur, liquid chemicals, 
and military cargoes for export. 


CUSTOM COLLECTIONS AND 
POSTAL RECEIPTS ALSO UP 


Custom collections for March 
South Carolina district customs 


Cash receipts for the current fiscal year are $2,334,215.90, 
some $163,000 above a like period last year 

Receipts at the Charleston post office for March, 1951, 
totaled $83,419.22, an increase of $12,200.70 over March, 1950, 


February, 1951 were $75,915.97. 


THE CHARLESTON EVENING POsT 


1951, totaled $186,854.99, 


Jr, announced. Receipts for 


‘Tbe News and Courier 


CHARLESTON, SOUTH CAROLINA 


REPRESENTED BY THE 


JOHN BUDD CO 


ulated by the government. The 
groups that will lose are the un- 
organized white-collar workers 
and the recipients of income in the 
form of interest and probably in 
the form of rent.” 

As an economist, Dr. Slichter of- 
fers no blueprint for the structure 
of America’s future economy, but 
he believes we are headed toward 
a mixed economy which will be at 
once more stable and more com- 
petitive. While the role of govern- 
ment in industry is likely to grow, 
he sees no signs of socialism or 
planne4 economy. Policy-making 
he thinks will remain decentral- 
ized. 

He believes government inter- 
vention will continue to be neces- 
sary for improvements in the bank 
credit system; for meeting medica’ 
costs and needs of disabled per 
sons; for effective regulation o/ 
collective bargaining, to limit wage 


and price increases and protect the | 


dollar; for the encouragement of 


new business enterprises; and for | 
correlating our international eco- | 
j 


nomic and political policies. 


@ He emphasizes that the tempo- 
rary defense economy will 
strengthen and accelerate basic de- 
velopments that would have oc- 
curred anyway. High on his list of 
important effects of the defense 
economy will be an expansion and 
encouragement of organized in- 
dustrial research and a greater re- 
liance on statistics. 


“Before many more years,” he 


predicts, “the country ought to be | 
balance | 


able to publish annual 
sheets showing its principal assets 
and liabilities; and showing what 


types of persons and organizations | 


own various classes of assets and 
have the various liabilities.” 

We seem to be committed to a 
policy of high employment, he 
Says, pointing out that this means 
“tolerating a more or less con- 
stantly rising price level or impos- 
ing restraints on collective bar- 
gaining. An increasing price level, 
in turn, is equivalent to the ex- 
propriation of considerable 
amounts of property in the form 
of savings deposits, bonds, rights 
to annuities, and life insurance.” 

The individual, Dr. Slichter pre- 
dicts, will solve a small part of the 
investment problem, caused by 
high employment and its resulting 
high prices, by repaying debts and 
buying corporate securities. The 
government, he says, no doubt will 
exploit the individual saver by of- 
fering securities that bear low in- 
terest rather than issuing “a sav- 
ings bond payable in a fixed 
amount of purchasing power.” 

The distinguishing characteristic 
of the American economy, Dr. 
Slichter believes, “will continue to 
be the large scope that it offers for 
individuals to be themselves, to 
make their own decisions, to make 
their living as they see fit. That, 
, incidentally,” he adds, “is the es- 
sence of the case that tne Ameri- 
can economy offers agains: com- 
munism.” 


‘INSTITUTE ISSUES 
| BOOKLET ON COLOR 
| Curcaco, April 24—Louis Ches- 
kin, director of the Color Research 
Institute of America and author of 
five books on cclor, has written 
another, “Color-Tuning in Your 
Home,” in which he asserts that 
“the most important aspect of col- 
ors. ..is their psychological power.” 
To illustrate his psychological 
approach to color, Mr. Cheskin uses 
a number of case history illustra- 
tions showing the surprisingly 
dominant role played by different 
colors on mood, conditioning ex- 
periences, appetite and even body 
temperatures. In working out a 
color scheme for any purpose, Mr. 
Cheskin points out that one domi- 
nant color should be selected after 
consideration not only of the re- 
lated and complementary hues to 
be used with it but also of the gen- 
eral psychological effect desired. 
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| FRIENDLY—One of a series of 5-column, 
52 cities by Westinghouse Electric Corp. 


Modern Radio and TV were born at Westinghouse 
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14” newspaper ads running bi-weekly in 
to promote friendly community relations. 


| Some thumb rules for determining 
the best colors to use for different 
effects are given in the booklet as 
well as general information on 
combining colors for the most 
pleasing results. 

Published by the institute at 176 
W. Adams St., Chitago 3, the book- 
let costs $1. 


ENCYCLOPEDIA OF 
DISC-JOCKEY IDEAS 

New York, April 24—*Disc- 
Jockey Showmanship” is a 448- 
page encyclopedia of radio and TV 
| promotion ideas edited by Ben J. 
| Murray, New York, for publica- 
| tion June 1. 
Said to be the first and only disc- 
| jockey reference handbook, the 
| book contains more than 4,000 lis- 
tener contest ideas, fan mail gim- 


micks, audience-building tech- 
niques, devices for program pro- 
motion and showmanship practices 
for all kinds of disc-jockey shows. 

Requests for copies of “Disc- 
Jockey Showmanship” should be 
addressed to Mr. Murray at 630 
Ninth Ave., New York 19. 


Nestle Co. Launches Drive 

The Nestle Co. Colorado 
Springs, has launched a new insti- 
tutional campaign based on the 
theme, “Take Nestle’s for instants,” 
with insertions in Family Circle 
and The New Yorker. The promo- 
tion, through Needham & Groh- 
mann, the Nestle agency, describes 
the quality characteristics of 
Nestle instant products. Intensified 
advertising—full-color pages—will 
run in September issues of the 
above magazines, Good House- 
keeping and others. 


Doesn't Loaf on the Job 


REPETITION ... an effective way 
to sell! For it’s vital to keep at your 
prospects while they are deciding 
to buy. And outdoor panels repeat 
your sales message over and over 
... 24 hours a day, 7 days a week. 
Let GOA repetition keep your 
advertising on the job! General 


Outdoor Advertising Co., 515 S. 
Loomis St., Chicago 7, Illinois. 


" 36 Advertising Age, April 30, 1951 
: is | 
Bp you can 8 SURE..1F irs Westinghouse | 
b, ae c | 
§ . > H 
samme oo eaten, Sy 1 ee aa 
iia a : ne ae : 
SGeteguas oad of i 
i - a cohen te Piwh * = a: q 
oi see co ~ | i 
A =a vi = | 
( a (su » i + 
eee Se a Coe ~ ; 
Sai der warmed see ka . | 
AS ka 
; es = ll Pr. wee 
se i 
| a —— : : " 
on | © valine a ; 
| . sf . a i Ee “ 
eS a EET ile ? a etek ve ' 
+ Cas Seang eS ae sal divkdescage On precvante G0n toe rans See \e 
ae fi , RMS p a # o" STARS OF 1951 eres Forme 
Be % q au ™ a"": 3 aos ae yw Day ape 
“J ae - Se Eee | 
Ml > P| 
$ a Sty 
y - fe ‘nN 
? : Dae ele e&, G 
+f % 
: Jy Oe 
. 4 
of 
+ 
i 4q 
>. 4 
= ! 
af 
= 
‘Se re 
{ 
| 
; ee vi 
\/. 
: 7 i. 
| a wy : 
ke > : —— ~~ N 
: Cone snd Ziti! aoe " 
a “ 4 ' 
; Po ie = = ° “ : 
f ee oe cme s ° 
- —  - 4 ‘ 
; —— - ee rests. m : = 
: . 
; SS | 
’ . 
: ot *Covers 1400 
mM  —“iOSOOSSS ar o— ng 
7 : Paes —_ % and towns -_ 
: Se —— | SGOA 
PF ee 
¥ rr 8 
; y . 
$825 ‘ ee 4 4 . ; eo \ 
Sete ae art fs See ee ; ee - a me 10 Ae Pee ee ek aa oa: a 4 Se _ i a a pace. % (on itt nD ed - 
Teer, ‘i ees UE ee eg Se i a Seeger ar hse ehy ~ 


“Indicates first listing in this cojtumn 


April 29-May 2. National Newspaper 
Promotion Assn., annual convention. 
Wardman Park Hotel, Washington, D. C 

May 2-4 Assn. of Canadian Adver- 
tisers, 36th annual conference, Royal 
York Hotel, Toronto. 

May 10-12. International Council of 
Industrial Editors, 10th anniversary con- 
vention, Congress Hotel, Chicago 

May 16-19. Associated Business Pub- 
lications, annual conference, The Home- 
stead, Hot Springs, Va. 

May 17-18. Public Utilities Advertising 


Assn., annual convention, Hotel New 
Yorker, New York. 
May 21-22. Inland Daily Press Assn., 


spring meeting, Congress Hotel, Chicago 
May 21-24. National Assn. of Trans- 
portation Advertising, annual meeting, 
The Broadmoor, Colorado Springs, Colo. 
May 28-29. National Assn. of Magazine 
Publishers, annual meeting, Pocono Man- 
or Inn. Pocono Manor, Pa 
May 28-31. Periodical Press Assn., an- 
nual meeting, Royal York Hotel, Toronto 
May 31-June 2. National Sales Execu- 


tives convention, Waldorf-Astoria, New 
York. 
June 1-3. National Business Publica- 


tions, spring meeting, The Homestead, Hot 
Springs, Va. 

June 4-5. New Engiand 
Advertising Executives Assn., 
Conn 

June 7-9. Controlled Circulation News- 
papers of America Inc., annual conven- 
tion, Sheraton Hotel, St. Louis 

June 7-9. California Newspaper Adver- 
tising Managers Assn., Claremont Hotel, 
Berkeley 

June 10-13, Advertising Federation of 
America, annual convention and exhibit, 
Hote! Chase, St. Louis ™ 

June 11-13 Mechanical conference, 
American Newspaper Publishers Assn., 
Edgewater Beach Hotel, Chicago 

June 17-21. Advertising Assn. of the 
West, 43th annual convention, Cosmopoli- 
tan Hotel, Denver 

June 18-22. National Advertising Agen- 
cy Network, 20th annual national con- 
ference, Moraine Hotel, Highland Park, 
ml 

June 20-22. American Marketing Assn. 
conference, Hotel Statler, Detroit 

June 24-27. National Industrial Ad- 
vertisers Assn., annual conference, Wal- 
dorf-Astoria, New York 

June 24-28. Assn. of Newspaper Classi- 
fied Advertising Managers, 3ist annual 
convention, Mount Royal Hotel, Montreal 

June 25-27. Newspaper Advertising Ex- 
ecutives Assn., summer meeting, Cosmo- 
politan Hotel, Denver 

July 7-13. International Advertising 
Conference, London, England. Registra- 
tion through Elon G. Borton, Advertising 
Federation of America, 330 W. 42nd St., 
New York 18 

Sept. 5-8. National Assn. of Photo- 
Lithographers, annual convention and ex- 
hibit, Statler Hotel, Buffalo. 

Sept. 17-18 Pennsylvania Newspaper 
Publishers’ Assn., annual classified clinic, 
Roosevelt Hotel, Pittsburgh 

Sept. 17-21. Premium Advertising Assn 
of America, New York Premium Cen- 
tennial Exposition, Hotel Astor, New 
York 

Sept. 23-28. Advertising Specialty Na- 
tional Assn., annual convention and Spe- 
cialty Fair, Palmer House, Chicago 

Sept. 24-26. Assn. of National Adver- 
tisers, fall meeting, Waldorf-Astoria, New 
York 


Newspaper 
Hartford. 


Sept 28-29. Continental Advertising 
Agency Network, 19th annual meeting, 
Philadelphia. 


Oct. 5-6. Pennsylvania Newspaper Pub- 
lishers’ Assn., annual convention, Penn 
Harris Hotel, Harrisburg 

Oct. 13-16. Mail Advertising Service 
Assn., 30th annual convention, Hotel 
Schroeder, Milwaukee 

Oct. 15-16. Boston Conference on Dis- 
tribution, 23rd annual forum, Hotel Stat- 


Inland Daily Press Assn., 
meeting, Congress Hotel, 


Oct. 15-16. Agricultural 
, annual meeting, Chicago 
Oct. 17-19. Direct Mail Advertising 


Publishers 


Assn., 3th annual conference, Schroeder 


Hotel, Milwaukee. 

Oct. 23-26. Advertising Typographers of 
America, 25th annual convention, Hotel 
Nacional, Havana, Cuba. 

Oct. 24-27. Printing Industry of Amer- 
ica, annual convention, Hotel Statler, 
Boston 

Oct. 25-26. Audit Bureau of Circulations, 
annual meeting, Congress Hotel, Chicago 

Nov. 12-15. Financial Public Relations 
Assn., annual convention, Hollywood 
Beach Hotel, Hollywood, Fla. 

December ‘date not yet set) American 
Marketing Assn., winter conference, Ho 
tel Kenmore, Boston 


Clittord Briggs Joins F&S&R 

Clifford Briggs, 
ant advertising manager of the 
farm equipment division of Allis- 
Chalmers Mfg. Co., Milwaukee, has 
joined the staff of Fuller & Smith 
& Ross, Cleveland. Mr. Briggs will 
work on the account of Harry Fer- 
guson Inc., farm tractor manufac- 
turer, succeeding John Gunning, 
who is going into business in Wis- 
consin. 


former assist- | 


| Vending Group to Push PR 
The National Automatic Mer- 
chandising Assn., Chicago, has in- 
| stituted an expanded public rela- 
tions program on both a local and 
national level. Included in the pro- 
| motion material is a “defense pub- 
| licity kit,” designed to help the 
| local automatic merchandiser tell 
the public how vending fits into 
the defense picture. The associa- 
tion’s sixth annual convention will 
be held in Cleveland Nov. 12-15. 


Admiral Opens Ontario Plant 

A new radio and television plant 
has been opened by Canadian Ad- 
miral Corp. in Port Credit, Ont. 
The company is a subsidiary of 
Admiral Corp., Chicago. The plant, 
which will have a minimum ca- 
pacity of 25,000 TV sets and 50,000 
radio sets annually, is said to be 
the first ever constructed in Cana- 
da for the manufacture of televi- 
sion receivers. 


Blazer Names Keshian A. M. 

M. Blazer & Son, Passaic, N. 
J., wholesaler and manufacturer of 
air conditioning equipment, has 
named Charles Keshian as adver- 
tising manager. 


Fo 


_. ABC RESEARCH REPORTS GIVE Chur Viti 
ON OBSCURE DEALERDOM ACTIVITIES... 


@ Do you know exactly the ex- 
tent and manner in which your 
dealers advertise your products? 
This dealer tie-in advertising is 
often the make-or-break for im- 
portant national schedules. It is 
practically impossible to get a 
coherent picture of it except by 
ACB Research Reports which 
likewise keep you informed on 


- ACB SERVICE OFFICES — 

Phone: Murray Hill 5-7302 - 

Phone: Wabash 2-6130 ° 
Phone: 37-0595 


79 Madison Ave. * 
538 S. Clark St. * 
161 Jefferson Ave. ° 
16 First Street * Phone: Sutter 1-891! 


competitive dealers’ advertising. 
ACB reads every daily and Sun- 
day newspaper published in the 
U. S. every day, and gives you a 
tailor-made service to fit your 
specific requirements. 

Executives are invited to send 
for our catalog which outlines 
12 ACB Newspaper Research 
Services. 


New York (16) 
Chicago (5) 
* Memphis (3) 
* San Francisco (5) 


Send Today... 
for a 24-page Catalog 
describing and illus- 
trating the 12 helpful 
services which ACB will furnish 
to merchandisers. Gives details of 
cost, coverage, list of users, etc. 


Northern California 


MORE PEOPLE LISTEN — more often —to KNBC 
than to any other radio station 


ee 


It’s a fact! In all the rich, fast growing markets of 
Northern California, MORE PEOPLE LISTEN — more 
often—to KNBC. Week after week, KNBC reaches 


50% or more of the radio families in every county 


but one in Northern California. 


And now, a lot more people —a lot more potential 
customers — live in Northern California. The San 


Francisco-Oakland 


Metropolitan Market, for ex- 


ample, is now the seventh largest market and the 
fastest-growing major market in America. In this 
big market, the biggest and most loyal audience 


belongs to KNBC! 


In addition, KNBC’s 50,000 watt Non-Directional 
transmitter makes KNBC the only station that can 


| 
| 
j 


deliver important PLUS-MARKETS like Sacramento, 
Ukiah-Mendocino, Napa-Santa Rosa, Santa Cruz- 
Monterey, the San Joaquin Valley, San Jose-Santa 


Clara, Eureka-Humboldt County—all in one big 
economical package! 


LiB¢ 


PLUS-Market Case History 


San Joaquin Valley 


¢ Population: — 327,300, an increase of 56.5% 


from 1940-1950 


© Effective Buying Income :—$179,821,000, an in- 


crease of 176.4% 


© Retail Sales: — $357,807,000, up 221.7% 


* KNBC Audience:—Week after week, over 4/5 
of the radio families listen regularly to KNBC! 


What's more KNBC gives you more for less. KNBC 
not only gives you the biggest audience in Northern 
California. At the same time, KNBC actually costs 
you less per person reached. KNBC sales reps will 


gladly show you how — 


KNBC delivers MORE PEOPLE (in one pack- 
age!)—at LESS COST per thousand —than any 
other advertising medium in Northern California. 


Son F i R 


Northern California’s NO. 1 Advertising Medium 


50,000 Watts — 680 K.C. 


=P 


ted by NBC Spot Soles 
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_ Sure we have a dictionary... 
but Phooey . . what can 
you do with superlatives? 
- They won't make a better 
halftone dot or give you 
better service anywhere! 
But Pontiac has something 
that will do a job for you! 
Six unified services all 
under one roof result in 
better ond faster service 
to the busy production man, 
and that's a fact, not just 
another superlative! 
Call or write and let 
us tell you more. 


COLOR pp 
ENGRAVINGS OCcEss 
ART WORK 


RAPHY 
PHOTOGRAT™ ark’ UNIFIED 


wveinS SERVICES 
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P,. TIAC 


Cugra “ing and 
Electrotype Co 


812 W. VAN BUREN STREET 


HA ymerket 1-1000 © Chicago 7, Illinois 


‘KNX Opens Drive 
to Sell Summer Time 


Los ANGELEs, April 24—Another 


| station to launch a drive to sell! 


advertisers on the importance of 
summer radio broadcasting is 
KNX, the CBS-owned station here. 

As WCAU is doing in Philadel- 
phia (AA, April 9), KNX has 
opened a promotion stressing that 
its summer audience is only 1% 
lower than in the strong winter 


| period, and that Southern Califor- 


nia retail sales are greater in the 
summer than in the winter and 
only slightly less than in spring or 
fall. 

KNX is telling advertisers—in 
trade publication space, direct 
mail, etc.—that only 10% of South- 
ern California residents travel 
more than 500 miles from home on 


| summer vacations, and that the in- 


flux of out-of-state tourists easily 
offsets this audience loss. Special 
tie-ins have been arranged with 
drive-in theaters and the Holly- 
wood Stars baseball team to pro- 
mote KNX. 


‘Carnival’ Makes Debut 


Carnival, New York, a quarterly | 
delivered free to homes of depart- | 
ment store charge customers (AA, | 
Feb. 19), made its debut April 13.) 
The first issue had a circulation 
of 200,000 among customers of 
seven stores in as many cities. 


Publications Move Offices 

The midwest offices of Photo- 
graphic Trade News and Cleaning | 
& Laundry World have been 
moved to new offices in the Pure 
Oil Bidg., Chicago. 


Stanley Names Carmody 

Edmund O. Carmody, formerly 
sales manager of Link Aviation 
Inc., has been appointed sales 
manager of the Stanley Aviation 
Corp., Buffalo. 


TO THE SPONSOR—It’s White Rock all around at WMGM, New York, where the 
White Rock flavor line is being advertised vio the “American Jewish Coravan 


of Stars.” The quartet of celebrants (seated, left to right): 


director of sales; Tom Prosser, White Rock 


to right): Chuck Feld, White Rock advertising monager, and Hal Davis, Kenyon & 


Eckhardt vice-president. This is one of a 


beverage maker is planning to spot in selected markets. 


Bert Lebhar, WMGM 
sales promotion manager. (Standing, left 


series of radio-TV programs which the 


Jantzen‘s Sweaters Budget Boosted 25%; 
Company Will Bring Out Line of Shoes 


PorTLAND, Ore., April 25—Jant- 
zen sweaters, some made of a new 
“miracle” fabric called Knara-'| 
fleece, will get a 25% larger adver- 


| tising appropriation this year. 


Jantzen, a leading maker of 
bathing suits and sportswear, also 
has announced it is adding a line| 
of women’s shoes this year. 

The women’s sweater line will 
be promoted from August through | 
December in Charm, Glamour,| 
Mademoiselle and Seventeen.| 
Weekly ads for the trade will run 


,earlier in Women’s Wear Daily.| 


1950—A RECORD YEAR FOR A 
GREAT MARKET 


GREAT 


ANDA 


NEWSPAPER 


METROPOLITAN 
OAKLAND 


OAKLAND 
TRIBUNE 


Oakland 2 Tribu 
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. Qnd ON THE 
PACIFIC COAST 
IN FOOD SALES 
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POPULATION 


eee 1s IN 

TOTAL ADVERTISING 
IN NORTHERN 
CALIFORNIA 


Largest home-delivered circulation 
in Northern California since 1939. | 
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CRESMER & WOODWARD, INC. 
Representatives Including Sunday Magazine 


| Jantzen; 


A “top to toe” look will be fea- 
tured in copy—the toe part refer- 
ring to Jantzen nylon sox in 17 
colors that match the sweaters. The 
company also makes skirts in eight 
colors to go with the sweaters and 
sox. 

Kharafleece was developed by 
it is a blend of Vicara, a 
protein synthetic made from corn, 
virgin wool and nylon. It is said 
to be resistant to moths and mil- 
dew, as well as being wrinkle-re- 
sistant, washable and as soft as 
cashmere. 


e Jantzen’s men’s sweater line 
will be promoted with full-color 
pages in Esquire, Sport and True. 
The line includes Kharafleece 
sweaters and cardigans, a new 
style called the Siskiyou, “made of 
Khara-Knit,” and various other 
styles in alpaca, argyle, etc. 

Dealer promotion kits include 
counter cards, glossy photos, ad 
reprints and blowups, 20” depart- 
ment identification banners, etc. 

Jantzen’s shoes, especially de- 
signed to match specific costumes, | 
will be manufactured exclusively 
by the General Shoe Corp., Nash- 
ville. The line will include shoes 
suitable for afternoon, daytime 
and sports attire. 

A separate sales division is being | 
organized to handle the new line | 
It will be headed by Dave Eisen- | 
berg, manager of the Jantzen spe- | 
cialty division. 


@ Jantzen is preparing a national 
ad campaign to launch the shoes, 
according to Mitchell Heinemann, 
vice-president in charge of Jant- 
zen’s sales and advertising. The 
program is still in the formative 
stage and the first advertising will 
probably be scheduled for August 
or September of this year. 

Delivery of the shoes in volume 
is not expected until late summer. 
A line of beach sandals matching 
Jantzen swim suits was introduced 
last year under the trade name, 
“Jandals.” “Immediate” acceptance 
of the sandals was one reason for 
the decision to add the new line 
of shoes this year. 

Botsford, Constantine & Gard- 
ner has been Jantzen’s agency for 
three decades. 


Industrial Editors Elect 

Robert R. Rasmussen, Wisconsin 
Telephone Co., has been elected 
president of the Wisconsin Indus- 
trial Editors Assn. Other officers 
are: Jerome Liermann, Cordes 
Supply Co., vice-president; James 
Jones, S. C. Johnson & Son, sec- 
retary, and Inez Peltiere, Pfister 
Hotel, treasurer. i 


| year brought in a 20% 
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Zone Co. Baits ‘51 
Sales Contest with 
Furs and Cadillac 


Fort Wort, April 24—Wives 
of Zone Co. salesmen, who last 
sales in- 
crease for the company when of- 
fered a $5,000 herd of cattle as a 
prize, will no doubt be riding herd 


|on their husbands in this year’s 


contest which has fur coats as 
bait. 

The company, a division of 
Southwestern Petroleum Co., 
promises a $1,000 fur coat to every 
salesman peddling $30,000 worth 
of asphalt roof coating during the 


year. As further incentive, a $4,000 - 


Cadillac will go to the top man in 
the sales pile. 

In addition to the Cadillac and 
the furs, several hundred other 
prizes, from watches to waffle 
irons, will be awarded in short- 
term contests of from 30 to 90 
days’ duration. Zone plans to have 
from three to six different sales 
contests under way at the same 
time all year long. 


@ Last year, when the company 
decided to offer premiums instead 
of cash bonuses because of the 
bookkeeping difficulties involved 
in the latter (AA, Sept. 18, 50), 
72 salesmen shared the 52-head 
herd of cattle awarded. The herd 
was sold in January for $7,681 and 
the proceeds split among the win- 
ners. Also awarded in last year’s 
competition were three $1,000 dia- 
mond rings to the three top sales- 
men. 

The total value of the prizes be- 
ing offered this year, according to 
J. F. Canning, vice-president, will 
exceed last year’s substantial $17,- 
562, but the actual figure depends 
on the salesmen’s zeal. 

All prizes are in addition to the 
salesmen’s commissions. 


Army and Air Force to Open 
New Spot Drive for Recruiting 

United States Army and Air 
Force Recruiting Service, through 
Grant Advertising, Chicago, has 
announced that more than 1,000 
radio stations throughout the coun- 
try will participate in a $100,000 
spot announcement campaign in 
the Army and Air Force drive for 
volunteers. The campaign will be 
timed to appeal to 1951 high school 
graduates as well as to veterans 
with critical specialties. 


| Koppers Appoints MacArthur 


Donald MacArthur has been ap- 
pointed assistant manager of the 
sales department of the central 
staff of Koppers Co., Pittsburgh, 
effective May 1. He had been sales 
manager of the blast furnace and 
coke oven plant in Granite City, 
Ill., until Koppers sold it. T. H. 


| Cable, who has been in the sales 


department since November, 1949, 
has been named manager of the 


| international product sales section 


of the department. 


Schedules Luggage Drive 


American Luggage Works, Prov- 
idence, R. I., manufacturer of 
American Tourister luggage, will 
open its summer campaign with a 
half page in the June 4 Life. Point 
of sale material, including reprints, 
counter displays and mat service, 
will be available free to all deal- 
ers. Reingold Co., Boston, handles 
the account. 


Gray Promotes Stewart 

Harry W. Stewart, a member of 
the sales promotion department of 
Gray Mfg. Co., Hartford, Conn., 
has been named commercial man- 
ager of the company. In his new 
capacity, Mr. Stewart will main- 
tain offices at the company’s Hart- 
ford plant and New York office. 


Unified Adds Duftin 


Daniel J. Duffin, formerly act- 
ing director of public relations of 
the Foster Wheeler Corp., has 
joined Unified Promotion Adver- 
tising Inc., New York, as an ac- 
count executive. 
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IRREGULAR— International Harvester truck 


Plexiglass sign made by Neon Products Inc., Lima, O. Girl is regular. 


deolers are getting this irregularly shaped 


915 Agencies Recognized by ANPA; 
Most Reported Well Off Financially 


New York, April 25—-The ANPA| chairman, also disclosed that dur- 


now grants recognition 
agencies, an alltime high, and 
nearly 60% higher than before the 


to 915) ing the year ANPA recorded 48 
| decreases in credit ratings, and 156 


increases. 


war, despite uncertain postwar | 


conditions. 

In its annual report, the com- 
mittee on advertising agencies dis- 
closed that in 1950-51, 71 agencies 


ANPA Meeting 


| Dock Made Ass‘t General 
| Sales Manager of Dodge 


| 


Ernest C. Dock has been named 
assistant general sales manager of 
the Dodge division of Chrysler 
Corp., Detroit. 
He joined Dodge 
in 1945 as busi- 


Can You Help Car Dealers 


Get Income From Service? 


applied for recognition, 54 received | ness management 
it, and recognition of 28 agencies| manager of the 
was canceled. Syracuse region, 

The committee notes that “the| and later served 


general financial condition of 
agencies is satisfactory and that a 
comparatively small percentage 
have shown losses. This reflects to 
the credit of the agencies... in- 
dicates conservative operations.” 


e Agency failures have largely 
been confined to “small and inade- 
quately financed firms. The loss to 
newspaper members was small. 
One exception is the failure of an 
agency which was forced into 
bankruptcy. This failure might 
have been averted had the agency 
employed certified public account- 
ants to audit and check their rec- 
ords. Actual loss to creditors can- 
not be estimated at this time but 
it is believed that a fair-sized divi- 
dend will be realized. This case 


| Dodge retail sales 
|Management pro- 
| gram. 


as conference 
leader on the 


In 1947, Mr. 
Dock went to the 
home office as 

| assistant to the business manage- 
|ment manager. He became busi- 
ness management manager in Au- 
gust, 1949, a position he held until 


Ernest Dock 


| his new appointment. 


| Milgram Quits Trommer Post 

J. B. Milgram, advertising and 
merchandising manager of John 
| F. Trommer Inc., Brooklyn, N. Y., 
brewer, bought out by Piel Bros. 
several months ago (AA, Feb. 2), 
has ended his 17 years’ service 
with the brewing company. No 
successor will be appointed, AA 


clearly emphasizes the wisdom of | V@S told, and Mr. Milgram has not 


the constant urging of your com- 
mittee that advertising agencies 
employ qualified accountants reg- 
ularly.” 

The committee apparently re- 


}announced his plans. Piel Bros. 
has not named a new ad manager 
since the resignation of William 

| Berech, who joined Kenyon & Eck- 
hardt, the Piel agency (AA, Jan. 
22). No immediate appointment is 


fers to Moore & Hamm (AA, Feb. contemplated, AA was told. Len- 
19), which filed a bankruptcy peti-| nen & Mitchell continues as the 
tion Nov. 4, 1950, listing $250,986| TTommer agency. 


in liabilities, $128,817 as assets. 
The bankruptcy was precipitated 
by a $40,000 embezziement by the 
assistant treasurer. 


@ The report notes that many 
agencies in smaller cities have 
been added to the list of those with 
ANPA recognition, and says it 
hopes the list “will contain the 
names of all bona fide advertising 
agencies of sound financial condi- 
tion which have newspaper placing 
in a substantial number of news- 
papers...We discourage appli- 
cants which seek ANPA listing 
merely to include such listing 
in advertising registers . . . Size has 
no bearing on eligibility for ANPA 
recognition.” 

The report, signed by William 
F. Schmick, Baltimore Sun, as 


| 

Raymer Starts Newsletter 

| Paul H. Raymer Co., New York, 
is now mailing a weekly newslet- 
ter reporting on national spot ac- 
tivity to all radio and television 
stations represented by the com- 
pany. The report covers news of 
| proposed campaigns by markets, 
advertiser and agency personnel 
changes and warns against ac- 
counts which Raymer considers to 
be “questionable.” 


Two Appoint Butler Agency 
Kenneth B. Butler & Associates, 
Mendota, Ill, has been appointed 
to handle the advertising of Wood 
Brothers Mfg. Co., Oregon, Ill., and 
the crystal division of James 
Knights Co., Sandwich, Ill. The 
agency previously handled the ad- 
vertising for the Knights com- 


pany’s plumbing products division. | 


FS 


if So—Tell the Industry’s Decision Men 
About It in Their Preferred Trade Paper! 


Right now is the time car dealers are in these times of decision the auto industry 


® wants news most. 


® gets the most news in AUTOMO- 
TIVE NEWS 


@ uses it most in specifying products 


looking for more income from service. If 
you have a product, tool or service that 
can help dealers increase their income, 
you're sure to reach the Decision Men 


with AUTOMOTIVE NEWS. 


and services 


The highest car dealer circulation — 
28,536—is yours when you're in AUTO- 
MOTIVE NEWS — and you're in with 


4,900 manufacturer executives, too. 


—and pays $8 for a year's 
AUTOMOTIVE NEWS subscrip- : 
tion (highest in the industry). Re- Patil 
newal rate is highest, too, 84.2.% : 


THE WEEKLY NEWSPAPER OF AMERICA'S NO. 1 INDUSTRY 


PENOBSCOT BUILDING Ad DETROIT 26, MICHIGAN 


REPRESENTATIVES 
New York —Edwerd Kruspek, Advertising Meneger, 5) £. 42nd St. Murrey Hill 7-487! 
Chicege — J. Geidstela, Western Meneger, 3460 MN. Michigen Ave.. Stete 2-627) 
Les Angeles — 8. H. Deibler, 2506 West Eighth Street, Dunkirk 3.0303 
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Unusual Testimonials from Beer Drinkers 


Highlight Current Atlas Prager Campaign 


Cuicaco, April 24—Celebrities 
with penchant for beer aren't the 
only ones, it turns out. As a matter 
of fact, it’s almost no distinction at 
all to be caught hoisting a foamy 
glass of the stuff these days. 

Instead of featuring beer-drink- 
ing “big shots,” a new campaign 


Spree in South 


The farmer in the South has a 
daughter (and a wife), and money 
to spend for all good things of 
life. The short-cut to his pocket- 
book is SOUTHERN FARMER, 
lowest rate-per-thousand of all 
farm publications in America. 
Success stories and facts, all 
for you, if you send letterhead. 
SOUTHERN FARMER 


737 HM. MICHIGAN AVE., CHICAGO 11, tht. | 


for Atlas Brewing Co. is reaching 
for the “real beer drinkers”—Mr. 
and Mrs. Average American—with 
testimonials from such authentic 
beer guzzlers as taxi drivers, rail- 
road engineers, clerks and other 
typical members of the factory and 
white collar class. “I’m no celeb- 
rity,” testifies the Chicago taxi 
driver who leads off the campaign, 
“.. .but I can give you a good steer 
when it comes to beer.” 


® According to Olian Advertising 
Co., which is handling the pro- 
gram, the use of the common touch 
in the current campaign represents 
a unique reverse twist on the 
standard beverage ads featuring 
famous drinkers. 

(The Cumberland Brewing Co., 
Cumberland, Md. also has 
launched a testimonial campaign 
with a new twist for its locally dis- 
tributed Old Export beer. Old Ex- 
port testimonials, however, are 


“Tm no celebrity... 


Vm «tant drteer Hat fone give vow # gond steer whew it 


omen te tree Persamailty | Whe» tener that tum inetter — that's 


cavonth and dry That's what | Whe about Athos Prager 


no bitter after-taste ! 


‘ame = SS ee 
sear tewe COVER Bad atlas PReeee are 
COMMON SENSE—A new Atlas Prager ad 
e@ taxi driver's testimonial, and one for 


from beer brewers themselves 
{about 25 in all], with copy point- 
ing out that “it’s just plain com- 
mon sense” to ask a brewer what 


(left), which features 
Old Export (right), 


which reports testimonials from brewers (outside Old Export’s 
territory), represent new twists in beer tesiimonial advertising. 


he thinks about a particular beer.| Philadelphia, is the agency.) 


In this case, the brewers agree that | 


A series of half-page newspaper 


Old Export is pretty good. Harry ads, each featuring a “typical beer 
Feigenbaum Advertising Agency, drinker” whose likeness is pictured 


U.S. Patent 1951 


Roll “Up travels in a tube, 
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ba ur the tras Kp 4 itor fo 
Px : 4 


=. 


> 
we 


always ready for action! 


The Roll-up is a single sheet display... comes in a cardboard 
tube, which serves as vertical standard for the display set up. 

Convenient for salesmen to carry in their cars, it needs no special 
installation or particular skill, can be assembled by an amateur! The 


Roll-up is usable anywhere in a store, window, counter, showcase... 


is usable more than once. 


The small sizes are ideal for reproducing magazine advertising, 
the maximum size is as large as a small poster... Attention getting, 


and distinctive, the Roll-up suggests a distinguished quality product 


... identifies merchandise on display. 


Especially suited to the advertiser with limited distribution and 
dealer franchises, the Roll-up can be placed and installed by your own 


representatives... gives excellent point-of-sale representation. Low 


in cost, as it requires little paper or board. 


The Roll-up is only one of our specialties. Others are animated 


displays, jumbo floor stands, and conventional two-dimensionals... 


but all very good. No trouble to show them— or you! 


EINSON-FREEMAN CO.. Ine. 
Nerer-in-a-rut Lithographers 
Starr & Borden Avenues, Long Island City, New York 


“ Biue Grass Hand Lotion 


—— 


with an artist’s scratchboard draw- 
ing, is being used by Atlas in the 
new campaign, and the “I’m No 
Celebrity” theme is being carried 
out in all media, including point of 
sale material. 


e@ A survey conducted by Ailas 
showed that bitterness is one qual- 
ity most beer drinkers (particular- 
ly women) object to, so another 
step was added to the brewing pro- 
cess to make the beer less bitter. 
The oft-repeated slogan, “The beer 
that’s bitter-free,” has been modi- 
fied in the new campaign to “The 
beer with no bitter aftertaste.” 
This bitter-free aspect of Atlas 
Prager beer is being plugged in a 
revised singing commercial used in 
TV spots. 

Atlas Prager sales are reportedly 
“up several hundred per cent” 
since the revamped campaign be- 
gan. It is reported in the No. 2 
sales position among local brewers 
in the Chicago area. 


‘Tribune’ to Sponsor 2nd 
Ad. Distribution Forum 


The Chicago Tribune will spon- 
sor a second advertising and dis- 
tribution forum on May 7-9. The 
first series was held last Novem- 
ber (AA, Nov. 20, 1950). Meetings 
this year will be held each after- 
noon in the main studio of Sta- 
tion WGN. Participants in the for- 
um will include executives from 
various areas of the distribution 
field, including advertising agency 
officials, at both tne national and 
retail levels. 

Dr. G. Rowland Collins, dean of 
the graduate school of business ad- 
ministration at New York Univer- 
sity, will open the forum with an 
address on “The Coming Threat of 
a Buyers’ Market.” 


Crowell-Collier Elects 
Four to Board of Directors 

Four key executives of the 
Crowell-Collier Publishing Co., 
New York, have been elected to the 
board of directors. They are: E. P. 
Seymour, advertising director of 
Crowell-Collier; R. B. Alexander, 
advertising manager of Woman's 
Home Companion; Denis Regan, 
advertising manager of Collier's, 
and C. F. Norsworthy, treasurer. 


Smith Promotes Wolkenheim 


S. E. Wolkenheim has been ap- 
pointed marketing director in 
Kankakee, Ill., for A. O. Smith 
Corp., Milwaukee. He succeeds 
J. F. Donnelly, who has been 
named assistant manager of the 
water heater division in Kankakee. 
Mr. Wolkenheim was formerly 
aed of electric water heater 
sales. 


Adclub to Honor LeBlanc 


The silver anniversary gridiron 
dinner May 1 of the Des Moines 
Advertising Club will include the 
investiture of Louisiana State Sen. 
Dudley LeBlanc as “the crown 
prince of advertising.” In addition, 
Sen. LeBlanc will offer free gifts 
of Hadacol. 
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Advertising Age 


The Creative Man Gets Soap in His Eye 
Tribute to John Gillin 
Unions Believe in Communication 


Agency Uses a TV Cost Guide 


=m THE NATIONAL NEWSPAPER OF MARKETING 


James D. Woolf Talks Salesense in Advertising. .. 


It Isn't Size That Puts Pull in Advertising 


James D. Woolf, one 
of advertising’s great- 
est copywriters, and 
former vice-president 
of J. Walter Thomp- 
son Co., is writing 
this monthly series of 
copyrighted  discus- 
sions on tested ideas 
and basic advertising 
principles. While the 
series is aimed primarily at the small bus- 
iness man who may be a neophyte at ad- 
vertising, AA readers will find instruction 
and entertainment in Mr. Woolf's cogent 
discussions and sidelights on advertising 
successes. 


A recent Salesense article of mine 
called attention to the many successful 
enterprises, national as well as local, that 
have been built with small-space adver- 
tising. 

Salada tea, Tabasco sauce, Schilling 
vanilla, Lea & Perrins Worcestershire 
sauce, Angostura aromatic bitters, Hor- 
lick’s malted milk, Jones Dairy Farm 
sausages, and Kool-Aid soft drink flavors 
are only a few of the food specialties that 
have won national recognition largely 
with ads of small sizes—three or four 
inches over one or two columns. In the 
proprietary field, the small unit of space, 
which is the rule rather than the excep- 
tion, has made fortunes for advertisers. 

This article has stirred up more in- 
terest than anything I have ever written. 
My mail indicates that many advertisers 
(or would-be advertisers) have the ques- 
tion of small space very much on their 
minds. One letter in particular (from a 
brewer) intrigues me, and I should like 
to quote it in full. The sales manager of 
this company writes as follows: 


e “The argument regarding the relative 
value of large ads versus small ads goes 
on and on, and it never seems to get any 
nearer a definite conclusion as to whether 
it is better to have more but smaller ad- 
vertisements or fewer advertisements. 

“The question I would like to ask you 
is this: What chance do you think a brew- 
er would have using a high frequency of 
small ads when the major competition 
from other brewers in his market, namely 
ours, is using full pages down to 800 
lines? 

“Please do not misunderstand me 
There are some brewers who run an oc- 
casional ad in our local newspapers and 
some of these are smaller ads. On top of 
this there is a terrific barrage of beer- 
sponsored television programs coming in 
from four television stations located no 
more than 50 miles away. It is against 
this sort of competition that I wonder 
whether the. small ads would make any 
considerable progress in shaping up pub- 
lic opinion in favor of our product.” 


What Shapes Public Opinion? 

This sales manager's question nets down 
to this: Can I with small units of space 
and high frequency shape public opinion 
in favor of my product? I shall not hazard 
a guess because | have no information ex- 


cept that set forth in the letter. But let's 
take a sort of academic look at what the 
advertising business is all about—namely, 
shaping public opinion for a product. 


@ What are the forces in advertising that 
shape public opinion? What does an ad- 
vertisement do when it persuades a read- 
er (or listener) that Product A is more 
desirable than competitive Products B or 
C? What persuades him to try a brand- 
new product—Glass Wax, say, or Hada- 
col? Currently there seems to be no agree- 
ment on this question, but it has always 
seemed to me that the answer is pretty 
simple. 

Profitable advertising sells benefits. 
Consumers believe they are buying bene- 
fits when they put down their money for 
a given product. A public opinion favor- 
able to the product has been shaped in 
their minds. Profitable advertising sells 


benefits by appealing—sometimes covert- 
ly, sometimes overtly—to human dissatis- 
factions. It’s as simple as that. 


The Theory of Socko 

Now there are various theories about 
how to implant “benefit ideas” in the 
consumer's mind. Very popular now is the 
theory of IMPACT, or socKo. This theory 
holds that the bigger the space, the redder 
the ink, the larger the type, the shriller 
the pitch, the more atomic will be the ex- 
plosion on the reader's consciousness. Pre- 
sumably this theory holds to the notion 
that mpact is a more potent opinion- 
shaper than high frequency. 


e But I gather from my brewery corre- 
spondent that he doesn’t have enough 
dough to buy Impact, or socKo. What 
then? Does the “Impact School” of adver- 
tising thinkers hold that all is lost? Is it 
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> ALDUS MANUTIUS TO 
HIS FRIEND NAVAGERUS 


J am hampered in my work by a thousand 


interruptions. Nearly every hour comes a letter from some scholar, and if J undertook 
to reply to them all, J should be obliged to devote day and night to scribbling 
Then through the day come calls from all kinds of visitors. Some desire merely to 


give a word of greeting, others want to know what there is new, while the greater 


number come to my office because they have nothing else to do. “Let us look in on 
Aldus,” they say to each other. Then they loaf in and sit and chatter to no 
purpose. Even these people with no business are not so bad as those who have a 
poem to offer or something in prose (usually very prosy indeed) which they wish 


to see printed with the name of Aldus. These interruptions are now becoming too 


serious for me, and \) must take steps to lessen them. Many letters J simply leave 


unanswered, while to others J send very brief replies, and as J do this not from 


pride or discourtesy, but simply in order to be able to go on with my. task of 
printing good books, it must not be taken hardly. As a warning to the beedless 
visitors who use up my office hours to no purpose, J have now put up a big notice 
on the door of my office to the following effect 


WHOEVER THOU ART, THOU ART EARNESTLY 
REQUESTED BY ALDUS TO STATE THY BUSINESS 
BRIEFLY AND TO TAKE THY DEPARTURE PROMPTLY. 
IN THIS WAY THOU MAYST BE OF SERVICE EVEN 
AS WAS HERCULES TO THE WEARY ATLAS, FOR THIS 
IS A PLACE OF WORK FOR ALL WHO MAY ENTER. 


LONG STANDING PROBLEM—The gorrulous visitor wos a problem hundreds of years ago, even as now. 

Aldus Manutius, famous 16th Century printer, hoped to save himself from too-long staying visitors by posting 

the notice shown above. The letter is reproduced from a page in “Better impressions,” house mugozine 
the Mead Corp., moker of printing papers. 


impossible in this Age of Bigness to go 
quietly about shaping public opinion for 
a product without resorting to nuclear 
fission? 

It is my conviction that it isn’t the size 
of the space that puts PULL into an ad- 
vertisement. At least, size is not the most 
vital consideration. Dr. Samuel Johnson 
said two centuries ago that “the soul of 
the advertisement is the size of the prom- 
ise.” In other words, the size of the prom- 
ised benefits. 

I have no doubt that huge units of space 
tend to achieve certain desirable results 
for the advertiser—they stimulate the 
sales force, they impress the trade, and 
very likely they enhance the importance 
of the product in the eyes of the reader. 
But they do not shape public opinion for 
a product when and if Dr. Johnson's “soul 
of the advertisement” is not in the copy. 
Huge size and red ink and thunderous 
pitch and clamor are not substitutes for 
promised benefits 


oer hale 


Key to Success—The Product 

Earlier in this piece I backed aw 
from hazarding a guess about what 
brewery friend ought to do. But I’ 
changed my mind and am going 
make an “iffy” recommendation. 

If this brewery makes a superior pre 
uct, a beer at least as good as the best 
its competition, a beer so satisfactory th 
it enjoys a good rate of consumer r 
peat— 

—and if it can promise a consumer ben 
efit, even a small one, that appeals to con 
sumer, dissatisfaction or hankering— 

—I believe that a long series of sma 
ads, or perhaps radio spots, or both, re 
peated with great frequency and makir 
the same benefit promise over and ov 
and over again, will in time shape a fa 
vorable public opinion for this produ 
and produce a profitable volume of sal 
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s If, as against this, the ads were merel 
to show a likeness of the bottle and label 
it “The Beer of the Year,” or “The Beer 
Without Peer,” or some other such soul- 
less vacuity, the chances for success are 
not so good 

This seems to be a good time to say 
again what I've said so many times be- 
fore: The finest possible guarantee of the 
success of any advertising campaign is a 
product so superior that a consumer ben- 
efit can be promised to a reasonably sub- 
stantial segment of the market. (It should 
be remembered that a product's consumer 
benefit need not be universal in its ap- 
peal. Not everybody likes caviar, or rare 
beef, or an onion in his Martini.) 

Give me that kind of a product—a 
product that permits me to write adver- 
tisements with a Dr. Johnson “soul”— 
and I won't worry too much about the 
size of the space. If you've got plenty of 
money in the bank, we might want to 
combine PROMISE and IMPACT and sweep 
everything before us. But if, like my 
brewery friend, you can't afford socko, 
what you can do with small spaee may 
surprise you. 

The power of frequency, incidentally, 
is somettmes overlooked. The effective- 
ness of radio advertising, imbecilic 
though much of it is, is largely due to the 
high frequency of the broadcasts. Prom- 
ising a benefit day after day, over and 
over again, even in 30-second spots, can 
be a tremendous force in shaping public 
opinion for a product. 
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A Time and Cost Guide 
in Producing TV Films 


To familiarize account executives of Henri, Hurst & McDonald, Chicago 
agency. with time and cost factors in the production of commercial spots 
for television, Lee Randon of the agency's radio-TV department produced 
a manual, “The ABC's of Television Film Production.” under the direction 
of Scott Keck, radio and TV director. The manual was originally intended 
for distribution only within the agency, but has now been distributed to 
clients as well. Basic time and cost discussions in it are reprinted here. 


The following time and cost schedules 
for television film productions were de- 
veloped as a result of contacts with all the 
major television film production studios 
in Chicago. Prices vary from studio to 
studio, so the ones given are averages. 

The time element varies from job to job, 
and the time-table given here is based on 
averages. All information is based on pro- 
ducing a television commercial film here 
in Chicago. New York and Hollywood 
costs may be as much as 50 to 200% 
higher. 


Basic Costs Involved in Filming 
Television Commercials 

These are basic charges to the studio 
and do not include the studio’s margin of 
profit and overhead. These are chargeable 
to your client PLUS whatever percentage 

e studio adds on for its own margin of 
Reat 


> 
Production crew (studio) 
Includes cameraman, assistant cam- 
eramen, electricians, carpenters, 
stage hands, prop men, etc. 

Average per day... $250 


ts (each, if built from studio material) 
If special sets or effects are required, 
studio will supply cost figures. 
They’re not cheap! 


oe eae Lac 


Average . . .$100 


a Director 
Average per day .. .$50 
i. Stock Cests 
Includes raw stock, lab charges for 
printing, developing and simple ef- 
) fects, such as overlays. 
Average . . .$50 


Editing 
See description of production for a 
more complete explanation. 


Average per spot... .$50 


Optical Effects 
From $5 to $50 each, depending on 
complexity. These are dissolves, spe- 
cial transitional tricks, etc. 


Stop Motion Animation 
About $250 per day. (Even a ten sec- 
ond sequence may take an entire day 
to shoot!) 


Cartoon Animation 
Averages from $25 to $90 per foot, 
depending on the amount of detailed 
drawing, the number of figures used, 
full or partial animation, etc. Spots 
run 90 feet per minute 

Minimum Total Average per day... $500 


The above figure of $500 is studio cost 
on even the simplest spot BEFORE you 
start shooting the first foot of film. Add 
to that figure the cost of actors, addition- 
al sets as needed, art work, special props, 
etc., and the net total can be a tidy sum 
Expensive? Depends on the way you look 
at it. You can spend $500 for a single 
photograph without a qualm. Why expect 
to spend less for 1,440 photographs, the 
number required for just a single minute 
film? 


Basic Time Needed 
to Produce Television Film 

If work can be started on the day the 
order is received, the following schedule 


would be followed: 


FIRST WEEK...FIRST DAY... Con- 
ference between TV writer, account 
supervisor, service manager, art di- 
rector, black and white writer to set 
basic theme. TV writer should have 
all the current ads, black and white 
plus radio. Should see products, logos, 
all display material. Why? Because 
your TV commercial, while a sell- 
ing entity in itself, is only part of 
your campaign. It can help strengthen 
the impact of the other media, help 
popularize slogans, bring to life im- 
portant illustrations, create a mental 
picture which will make your point- 
of-sale pieces really sell! 

Writing television takes time, be- 
cause even a 20-second film tells a 
complete story, if it’s good. Allow 
three days to a week for writing and 
revisions. 


SECOND WEEK. ..Confer with art di- 
rector on that account... have him 
make up rough drawings to be used 
with copy as basic story boards. Al- 
low three days to a week to fit into 
his schedule. 

Send out copies of the scenario to 
various film producers for bids. I 
choose three to four studios which, in 
my opinion, are best able to handle 
that particular type of shooting. Those 
in Chicago can have bids back with- 
in two days. New York or Hollywood 
will take up to a week. Sort out bids 
with one eye on the budget; the other 
eye on the ability of the studio. We 
may pick the highest bid because only 
that studio can deliver the quality of 
work you demand. Or perhaps only 
one other can deliver finished film 
within your particular time schedule. 

Once figures and story boards are 
assembled, these are submitted to the 
client. If he asks for changes, by all 
means get revised costs before com- 
mitting us. Seemingly small changes 
may mean a difference of several 
hundred dollars in film costs! 


THIRD WEEK ... Client has approved the 
budget and story boards, so the studio 
prepares shooting scripts, detailing 
every bit of action to be used, making 
up new and more detailed story 
boards if needed. 

A shooting schedule is set up, cov- 
ering the time needed for indoor 
scenes; a similar schedule for outdoor 
shooting, but this time dependent on 
the weather. Actual shooting can be 
completed in one day if the spot is 
very simple, perhaps up to a week 
for stop motion photography, as much 
as three months if you use cartoon 
animation. 

To avoid difficulties, it is wise to 
have you or a representative of the 
client available during the shooting, 
plus the art director on the account. 
We supply movie “know-how” but 
someone who is very familiar with 
the account and the product should be 
on hand all through the shooting, to 
avoid simple mistakes in the handling 
or usage of the product. This expert 
will be needed, too, to okay changes 
which arise during shooting, changes 
required because the action doesn’t 
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three men, “Somebody’s lying.” 
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can these statements be backed up? 
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they are beyond reproach? 


exactly time out as planned, or be- 
cause on the set you see a better way 
of displaying the product than you 
had thought of while writing the 
script. Changes must be okayed as 
needed or you'll be hit for another 
bill for re-shooting, and that is just 
as expensive as the original film! 
Some agencies send an art director. 
too, to insure getting the maximum 
“sell” out of every scene. 


FOURTH WEEK ... The developed nega- 
tives and first positive prints, the 
“Rushes,” come back from the lab 
in three to six days, depending on 
how busy the lab is. We check the 
rushes, pick out the best scenes, or 
the best versions of each scene, and 
the film editor makes up a rough cut 
of the actual spot minus the special 
optical effects called for. If the sound 


The Creative Man Corner 


It is fortunate—or unfortunate, depending on how you look at it—that 
there is no Senate Advertising Investigating Committee, or some of the soap 
boys might come up for a perjury charge. Certainly O’Dwyer, Moran and 
Crane gave no more conflicting testimony than Rinso, Fab and Tide do in 
these three advertisements. As Rudolph Halley remarked, after hearing all 


The Corner has discussed this subject before, but it bears repeating—be- 
cause these largest of all advertisers bear some responsibility for truthful- 
ness in published statement. Shall we go over it again? Rinso is guaranteed 


Cleanest clothes in town 


Chases Wer and Senate-Seelng | 


to make your wash whiter, brighter than new. It is also a “miracle’’-—as Tide 
used to be. Fab washes clothes whiter without bleaching than any other 
product with bleaching. Rinso can reasonably be referred to as some other 
product—unless Colgate is referring to products such as Hellman’s mayon- 
naise, Jell-O or Griffin shoe polish—black. Tide, meanwhile, gets clothes 
cleaner than any soap. Rinso, despite solium, is soap. But—Tide also claims 
that no soap, no other product sold throughout America, will wash as clean 
as Tide. Does Procter & Gamble also mean by “no other product,” no other 
product such as Hershey’s chocolate syrup? Or does it mean no other wash- 
ing product? If it does, who in hell is telling the truth—and with what proof 


Just as ill-fitting shoes develop callouses, advertising such as this—in 
The Corner’s opinion—develops mental callouses. Isn’t this a disservice to 
advertising in general? Or don’t the soap companies care? 

As The Corner has remarked before, is this the pass to which vast agency 
organizations, research departments, merchandising departments and God- 
knows-what-all departments have brought us? 

Quite a stink was raised—outside of this column, incidentally—when the 
Television Manufacturers and Dealers overstepped the bounds of credibility 
in their advertising. Is the ANA aware of the completely incredible state 
to which soap advertising has fallen? Is the Four A’s aware of it? The BBB? 
Or are the soap companies such important advertisers—-money-wise—that 


err errrer 


She wears the Ah 


track was recorded earlier, the two 
can be run simultaneously, and we 
see and hear a rough version of the 
spot. 

Let me emphasize the importance 
of the editing process. Just as a good 
director doesn’t stick slavishly to the 
scenario but improves on it if he finds 
an occasion, so a good film editor 
doesn't merely chop off certain 
lengths of film and splice them to- 
gether exactly as the shooting script 
demands. He may find that he gets 
better pacing by adding a foot or two 
to this scene, deleting some from an- 
other. Perhaps he'll come across a 
scene worth expanding, so we'll have 
to re-shoot to fill it out. None of this 
can be foreseen, even by the finest 
of movie or TV writers. 

Once we've okayed the work print, 
the film editor orders the necessary 
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optical effects made. Even the sim- 
plest effects, such as a dissolve from 
one scene to the next, adds at least 
a week to the production schedule 
because it means making fine grain 
positives of the two scenes, processing 
these prints to make the dissolve, 
then making a new negative of the 
finished dissolve. More complicated 
effects, like special wipes, are sent 
to New York or Hollywood to special- 
ized studios, for processing. These 
take about ten days. 


FIFTH WEEK (OR SIXTH)... The stu- 
dio delivers finished print (or prints, 
if we have placed an order for them). 
Additional prints take approximately 
a week. 

Special Note: Government films 
are now getting top priority in labs. 
This may delay civilian prints an ad- 
ditional two weeks. 

The above schedule is based on tight 
schedules and the premise that everything 
has gone smoothly, without retakes, and 
without complicated animation. Retakes, 
changes, etc... .add plenty of time... .and 
cost. 

I'll admit it can be done faster. We've 
turned out complete spots in three weeks, 
some a few days earlier, but in each case 
it meant rushing certain portions of the 
process, or paying for overtime, which can 
add half again to the cost of your spot. 
AND hurrying means increased danger of 
errors or poor quality, giving you a half- 
baked film or perhaps a month’s delay 
in re-takes. Too much rush in TV can be 
disastrous! 


How to Save Money for Your Clients 
in the Production of Television Spots 

First, if you can, set up a budget show- 
ing what you can spend. Then give us 
material to work with and let us design 
spots that can be made within that budget. 
Perhaps we can sell your merchandise 
with slides and a live announcer, keeping 
the cost down to under a hundred dollars. 
Or maybe the answer is slide technique on 
motion picture film, for about the same 
century note. 


Employe Communications... 


Or perhaps we can point out that it 
would pay to make five spots for, say, 
$2,500 instead of just one for $1,500. This 
is possible because you might be able 
to shoot all five in a single day if you 
use the same sets and the same actors 
and thus spread your overhead five ways. 

There are other ways of cutting costs, 
but those should be set up at the start. 
You'll get a better film if you specify a 
maximum of $1,000 and let us plan on that 
as a maximum than if we start without 
a budget, plan a $2,000 film, and then try 
to cut corners to make it for a thousand. 

Just one more point: as in every other 
artistic medium, you can’t judge only by 
cost figures. All studios use pretty much 
the same equipment, cameras, lights and 
film. The big established studios may 
charge twice as much as the little guy 
who's new in the business, and the added 
cost can be worth it, because the big out- 
fits not only have more than adequate 
equipment, but also the extra artistry and 
selling experience which makes the dif- 
ference between a mediocre film and a 
good selling job. 

Remember, the time is past when all 
you had to do was to stick your product 
in front of a TV camera. Selling is becom- 
ing more competitive daily, and unless 


you have commercials which can out- 
sell competition, you're just wasting 
money. 


It’s too expensive to buy cheap film! 

Save money, too, by spending enough! 
Even the best ads lose their impact in 
time. Clients know this about black and 
white ads, so they change them periodi- 
cally. The same principle holds true of 
television, but because of the original cost, 
clients try to ignore this rule and run 
commercial films endlessly. This not only 
loses sales appeal, as it does in all media, 
but adds one other effect peculiar to TV, 
a revulsion which will actually turn es- 
tablished customers away from your 
product! For this reason, then, it is cheap- 
er to make, say, five films and rotate 
them every two weeks than to make one 
and run that for six months. 

It’s also too expensive to buy too little 
film! 


The Unions Believe in Communication 


By Rosert Newcoms and Marc SAMMONS 


e IN THE robust climate common to 
union conventions, the brothers of the 
CIO United Auto Workers gathered in 
Cleveland a short time ago to consider, 
among other things, the advisability of 
building a combined strike and political 
action fund. By voting to increase individ- 
ual monthly dues from $1.50 to $2.50, the 
union anticipated a kitty of $15,000,000 
by 1955, the year the major auto industry 
contracts expire. A percentage of this wad 
is to be assigned to a “citizenship fund” 
for the political education of voters. 

There was a certain amount of opposi- 
tion to the proposal from those who decry 
“pork chopping.” This is a term in union 
circles which suggests that those in non- 
elective offices collect the bulk of the 
gravy. But the proposal still carried by 
about three-to-one. UAW-CIO clearly be- 
lieves in communication. 


e@ What plans industry has in mind for 
the grass roots dissemination of its own 
philosophy have yet to be disclosed. There 
are some indications that management 
plans a roll-back in its communications 
programs with employes, on the basis 
that mobilization creates a fraternity of 
employers and employes. The UAW-CIO 
appears not to endorse this view, and 
is backing up its opinion with $15,000,000 


worth of the stuff that makes friends and 
influences people. 

In a plant of, let’s say, 2,000 employes 
affiliated with this union, members will 
pay out $60,000 in the next year, divided 
between national headquarters and the 
local lodge, and at least one-third of it 
will go directly and specifically toward 
causes inimical to management's best in- 
terests. Few companies in the country 
come anywhere near matching, in cold 
cash, the union's investment in communi- 
cation. Few companies come near match- 
ing the union's interest in and willingness 
to work for communication. 


e No fair-minded person will be critical 
of a union’s determination to push its 
own cause. We may not agree with either 
what it does, or how it does it, but if we 
acknowledge the right of free speech, we 
grant it to the union as well as to our- 
selves. 

The regrettable feature of manage- 
ment’s attitude is that management at- 
tempts to communicate from the easy 
chairs. The union boys don’t believe it can 
be done that way. Management believes 
that a catch-as-catch-can communications 
program, unsupported by an adequate 
budget, will do the job. The unions be- 
lieve you have to spend a little money 
to accomplish these economic and political 


conversions, so they lay it on the line. The 
defeat of the labor cause in Ohio last 
fall caused no disillusionment or discour- 
agement in labor's ranks that has not 
already been corrected. The unionists are 
on their feet again, and they have brushed 
off their clothing. 


The Eye and Ear Department... 


If industry wants to hold its own in the 
trying period ahead of us, it will stop 
playing footie with the idea that mobiliza- 
tion has made brothers of us all. Labor 
and management have not played post 
office in the past, either, and they aren't 
going to begin now. 


Hollywood Glamor Is a Preservative 


Lux Radio Theater, heard every Mon- 
day night over the Columbia Broadcasting 
System, might almost be referred to as 


George Murphy and Claudette Colbert, ready 
for their shore in o Lux Radio Theater program 
(CBS). 
an “institution.” It has enjoyed for years 
a consistently high rating and does not 
seem to pale on its listeners. 

This is indeed a tribute, although it by 
no means indicates that the program is 
an artistic triumph—any more than a big 
bankroll is a sign of intelligence. It indi- 
cates merely that the Lux Radio Theater 


G. D. Crain Jr. Says... 


Johnny‘’s Memory Will Be Kept Green 


The National Association of Radio and 
Television Broadcasters paused in the 
midst of its busy sessions at the Stevens 
Hotel in Chicago, where its twenty-ninth 
annual convention was held recently, to 
pay tribute to a young man who in his 
relatively short career contributed much 
to the advancement of the broadcasting 
business and of advertising. 

When John J. Gillin Jr., president and 
general manager of Station WOW and 
WOW-TV, Omaha, died last July, he left 
behind a record not only of personal suc- 
cess, but of constant service to his indus- 
try and the public. He richly deserved the 
tributes that were paid to him at the con- 
vention, but, more to the point, these 
tributes were much more than empty 
words. 


e It was announced, for example, that the 
Canadian Assn. of Broadcasters, with 
which Johnny maintained liaison for the 
NARTB for about 15 years, has set up an 
annual award for public service by a 
Canadian broadcaster in the name of 
John J. Gillin Jr. The first award under 
this memorial program has been given 
to Station CJOB, Winnipeg. 

Bill Fay, general manager of Station 
WHAM, Rochester, who has taken over 
the job of contact with the Canadian 
group, reported its action and showed the 


has what it takes to attract and hold a 
large radio audience—-the glamor of 
Hollywood names, generally a good story, 
and the glamor, as well, of Hollywood 
production. The wonder of it all is that, 
after all these years, the program shows 
no signs of tiredness 

That same Hollywood glamor has 
seemed to serve also in keeping the Lux 
sales story from paling. Hollywood stars 
—of the feminine gender—confess, in 
well-paid words, that they use Lux to 
remain Lux-lovely all over. In conclusion, 
the announcer states that nine out of ten 
Hollywood stars use Lux. 

Without the Hollywood glamor, this 
story might have worn threadbare eons 
ago. But, as far as Hollywood is con-¥ 
cerned, no one listens critically. He does 
not say to himself that a lot of Hollywood) 
stars have come and gone since Jean Har 
low confessed to using Lux—-how com 
the ratio of nine out of ten remains un@# 
changed? Might it not have been eighf 
and one-half out of ten at least one year? 
And just how important is Lux in re< 
maining lovely all over? Could Lux have 
kept Dame May Whitty or Marie Dresslet 
Lux-lovely all over? How about Rin-tin- 
tin or Lassie? 

Might not the endocrine glands and the 
years and God Himself have as much ta 
do with it as Lever Brothers? 


convention the handsome bronze plaque 
which symbolizes the award. 

Then Paul W. Morency, vice-president 
and general manager of Station WTIC, 
Hartford, Conn., told the broadcasters of 
a plan for a permanent memorial to 
Johnny Gillin in the form of a grant to 
Creighton University, his alma mater, for 
medical research in heart disease. Warm 
and generous support of this project was 
indicated at the convention. 


@ While Johnny Gillin, because of his 
brilliant personality and unusual gift for 
making friends, could hardly be forgotten 
by an industry to which he contributed 
so much, the steps taken by the broad- 
casters to establish permanent memorials 
to his life and work seem entirely proper 
and fitting. 

There may be a suggestion here to 
other groups in the advertising, agency 
and media business to keep fresh the 
memory of men who have contributed 
time and energy beyond the call of duty 
to industry and public service. No more 
fitting monument to those who have been 
responsible for the continued progress of 
business service to the’ public 
could be established than such memorials 
as will keep green the memory of Johnny 
Gillin. 
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© effective use of their space.” 


) PICKED BY ABP—These ads were named tops in their respective divisions in the Associated Business Publica- 
» tions’ business paper advertising competition. They were selected on the basis that they “made the most 
Top row (left to right): National Pressure Cooker Co., 
troduce new products or new packaging; Borg-Erickson Corp., 
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“TU help you sell 


CARVEL HALL 
Cutlery Sets” 


Theta sow with 
Corvel Hall's STAR 
june Bride Promotion 


The average SALES GiRt 
walks 8 miles a day 


Tres tact cam heip you sell more shoes 


e 
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Top Ads in Merchandising Papers 
lAre Selected in Annual ABP Contest 


| New York, April 
‘for advertising excellence were 
made here today by Associated 
Business Publications to 28 com- 
Ppanies from 13 states in the second 
annual ABP competition for ad- 
vertising in merchandising papers 
James G. Lyne, chairman of 
ABP and president of Simmons- 
Boardman Publishing Corp., made 
the awards following a short talk 
by Raymond S. Reed, chairman of 
the contest judges and merchan- 
dise manager of home furnishings 
for John Wanamaker, Philadelphia 
Mr. Reed emphasized that the 
contest judges “thought of results 
mainly in terms of cash sales and 
orders on the barrel head,” and 
urged future contestants to “make 
every decision and prepare every 
ad with these inevitable questions 
in mind, before you release a plate 
“All that any successful ad has 
to do,” he said, “is to win 
little three-letter word; a ‘yes’ 
from prospects.” 


26—Awards 


@ William K. Beard Jr., 
ident, in his remarks as chairman 
of the luncheon meeting, pointed 
out that ABP sponsors annual 
competitions for advertising in 
business papers because it believes 
“the contests contribute to a bet- 
ter understanding of the basic 
problem of how to make business 
paper advertising serve both read- 
ers and advertisers better.” Simi- 
lar awards for advertising excel- 
lence in industrial publications 
were presented April 5 at Pitts- 
burgh (AA, April 9) 

A complete list of today’s award 


ABP pres- 


winners and their agencies fol- 
lows 
Div. 1—Advertising to introduce new 


products or new packaging. First award 


one | 


to National 
Claire, Wis., 


Pressure Cooker Co., Eau 
and its agency, Melamed- 
Hobbs, Minneapolis. Awards of merit to 
Carter Carburetor Corp., St. Louis, and 
its agency, Oakleigh R. French & Associ- 
ates; John Dritz & Sons, New York, and 
Martin Pollack Advertising; Dura Elec- 
tric Lamp Co., Newark, N. J., and Ray- 
mond Advertising Agency 

Div. 2—To sell product 
give product information 
to Borg-Erickson Corp., Chicago, and 
Wallace-Ferry-Hanly Co. Merit awards 
Magee Carpet Co.,. New York, and Grey 
Advertising Agency; Lovell Mfg. Co., 


features and 
First award 


Erie. Pa., and Batten, Barton, Durstine & 
Osborn; A. C. Lawrence Leather Co., 
Boston, and James Thomas Chirurg Co 
@ Div. 3—To merchandise consumer ad- 
vertising to the trade. First award to 
Dundee Mills, New York, and Wesley 
Associates. Merit Awards: Bostitch, West- 
erly, R. L.. and James Thomas Chirurg 


Derby, Pa., 
Pacific Coast 
and McCann- 


Co.; Pioneer Suspender Co., 
and N. W. Ayer & Son; 
Gas Assn., Angeles, 
Erickson 

Div. 4 


Los 


Advertising that makes the best 
use of multiple pages. First Award to 
Clopay Corp., Cincinnati, and Farson, 
Huff & Northlich. Merit awards: Donohue 
Sales Corp., and McCann-Erickson; Lib 
bey-Owens-Ford Glass Co., Toledo, and 
Fuller & Smith & Ross; Whirlpool Corp., 
St. Joseph, Mich... and Paxson Advertis- 
ing 

Div. 5 
sonal promotions 
stein Bros New 
Advertising. Merit 


To link merchandise with sea- 
First award to Rosen 
York. and Lancaster 
awards: Atlantis Sales 
Corp.. Rochester. N. Y., and J. Walter 
Thompson Co.; Spool Cotton Co New 
York, and Kenyon & Eckhardt; Cyclone 
Fence division of American Steel & Wire 
‘o Waukegan, UL, and BBDO 

Div. 6—To describe and induce the 
dealer to use sales promotion aids. First 
award to Chas. D. Briddell Co., Crisfield, 
Md., and VanSant, Dugdale & Co. Merit 
awards: Rockwell Mfg. Co., Delta Power 
Tool division, Milwaukee, and Hoffman 
& York: Hornstein Photo Sales, Chicago, 
and Gourfain-Cobb Advertising Agency, 
Sylvania Electric Products, New York, 
and Cecil & Presbrey 

Div. 7—Institutional and all other ad- 
vertising not covered by preceding divi- 
First award to Armstrong Cork Co.. 
and BBDO. Merit awards 
New York (no agency); 


- 


sions 
Lancaster, Pa., 
Carter 


Bros., 


for advertising to in- 
to sell product features and give product 


information; Dundee Mills Inc., 
merchandise with seasonal promotion. Bottom row: Clopay Corp., 
use of multiple pages; Chos D. Briddell Co., 
aids; Armstrong Cork Co., for institutional or general advertising. 


remy 
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ee 


to merchandise consumer advertising to the trade; Rosenstein Bros., 


& magical 
maurice handler 


et 
over srr 


to link 
for advertising which makes the best 


to describe and induce the deoler to use soles promotion 


Cross & Brown Co., New York, 
Henry J O'Brien Advertising; 
Fabrics Corp... New York, and 


Lewis Advertising. 


and 
Joan 
Richard 


2 LeVally Executives Leave 

to Join Agency, Advertiser 
Stuart H. Rae, formerly vice- 

president of LeVally Inc., Chicago, 


has joined Price, Robinson & 
Frank, Chicago agency, as creative 
director. 


Robert A. Gilruth, 


formerly an 


w, 


Stuart Rae 


Robert Gilruth 


of LeVally, has been appointed ad- 
vertising and sales promotion man- 
ager of the Deepfreeze Appliance 


LP-Gas Promotion 
Group Adds Three 


Magazines to List 


Cuicaco, April 25—The Nation- 
al Committee for LP-Gas Promo- 
tion has added Good Housekeeping, 


McCall’s and The Saturday Eve- 
ning Post to its media list for the 
group’s “fourth round” ad pro- 


gram, scheduled from May through 
September 
The liquefied petroleum gas pro- 


motion group will use about 50 na- | 
regional and state publica- | 


tional, 
tions to reach all segments of the 
farm, small town and suburban 
fuel markets. 

Kick-off ad for the spring and 
summer drive will appear in The 
Saturday Evening Post May 26. 
Copy for the four domestic drives 


| (farm consumer, small town con- 
account executive and copywriter | 


division of Motor Products Corp.,| 


North Chicago, Il 


Anthracite to Use TV 


Anthracite Institute, New York, 
will sponsor the “Better Home 
Show,” with Norman Brokenshire, 
starting May 5 at 6:30 p.m., EDT, 
over ABC-TV. Time for the 30- 
minute telecast, which wiil demon- 
strate solutions to homemaking 
problems, was bought through J. 
Walter Thompson Co 


Dean Goes to Chase Brass 

Bruce A. Dean, formerly genera] 
sales manager of Mengel Co., 
Louisville, has been elected vice- 
president in charge of sales of 
Chase Brass & Copper Co., Water- 
bury, Conn. 


California Citrograph Moves 
California Citrograph Publishing 

Co. has moved its offices to 5380 

Poplar Blvd., Los Angeles 32. 


sumer, suburban consumer and 
state promotional) will accent the 
idea that LP-gas means modern 
living anywhere in the country. 
Grit, 
are on the “small town consumer 
campaign” media list. Capper’s 
Farmer, Country Gentleman, Farm 
Journal and Successful Farming 
comprise the “farm consumer” list. 


e According to the committee’s 
strategy, Good Housekeeping, Mc- 
Call’s and The Saturday Evening 
Post additions are designed princi- 
pally to bolster penetration in the 
“suburban consumer” campaign, 
which already employs American 
Home and Better Homes & Gar- 
dens. 

Thirty farm publications will be 
used in the “state promotional” 
program, with half-page copy pre- 
dominating. 

In addition, the committee will 
use publications designed to reach 
county agents, agriculture instruc- 
tors, 4-H Club advisers, resort and 


Household and Pathfinder | 


tourist court operators and L-P gas 
industry members (to urge non- 
| members of the committee to be- 
| come active participants). 

The committee’s advertising, 
publicity and employe training 
programs are joint ventures, co- 
sponsored by the Gas Appliance 
Manufacturers Assn., Liquefied 
Petroleum Gas Assn., National 
Butane-Propane Assn. and Natural 
Gasoline Assn. of America. More 
than 750 companies in the manu- 
| facturing, producing and market- 
| ing segments of the industry are 
contributing to the project. 
Buchen Co. directs the advertis- 
| ing for the committee, while Beals 
Advertising Co., Oklahoma City, 
produces local-level tie-in material 
for dealers. 


Toni Appoints Hensley 
General Sales Manager 

Stuart K. Hensley has been ap- 
pointed general sales manager of 
Toni Co., Chicago. He joined the 
company in 1946 
as a_ salesman, 
and until his new 
appointment was 
assistant general 
sales manager. 

William F. 
Frost has been 
named acting 
syndicate sales 
manager during 
the absence of 
Reg Knock, who 
is on leave be- 
cause of ill 
health. Mr. Frost had been assist- 
ant to Mr. Knock. 


Stuart Hensley 


Heads Drug Foundation 

Commander W. Paul Briggs, un- 
til recently in charge of pharma- 
ceutical activities of the naval bu- 
reau of medicine and surgery, has 
been appointed executive director 
and secretary of the American 
Foundation for Pharmaceutical 
Education. He assumes the position 
held by the late Dr. E. L. New- 
comb 
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‘Rome American’s’ 
Presses Too Noisy: 
Forced to Suspend 


New York, April 24—The Rome 
Daily American, only English lan- 
guage newspaper published in 
Italy, has suspended after five 
years of publication, and under pe- 
culiar circumstances. Advertisers 
and newspaper representatives 
here say this leaves the European 
edition of the New York Times and 
the Paris edition of the New York 
Herald Tribune as the only media 
that can be used by American ad- 
vertisers who want to reach west- 
ern European markets by means 
of English language papers. 

The Rome Daily American last 
year, according to Italian Publish- 
ers’ Representatives here, carried 
a “substantial volume of Ameri- 
can advertising,” which included 
most of the transatlantic airlines, 
Camel and Old Gold cigarets, Ca- 
nadian Club whisky, American Ex- 
press, Esso gasoline, Standard 
Brands “and a number of indus- 
trial manufacturers.” 

The paper, founded by three for- 
mer G.L.s, first appeared March 17, 
1946. One sheet, framed in a black 
border, was distributed today an- 
nouncing the paper’s suspension. 


@ City authorities in Rome or- 
dered the police to close the news- 
paper’s printing plant on the 
charge that the noise disturbed the 
tranquillity of residents in the 
neighborhood. 

Although the order would not 
prevent the newspaper from being 
printed elsewhere, Jack L. Begon, 
president and general manager of 
the publishing company, told re- 
porters that he “could see no other 
course but to suspend publication 
and discharge his 70 employes, 
most of whom are Italian.” 

The paper had an estimated cir- 
culation of 20,000 copies in Italy, 
Trieste Free Territory, and coun- 
tries in the Near East. 

Several competitive papers in 
Rome, including both Rightist and 
Communist papers, have attacked 
the Rome Daily American editori- 
ally for the noise of its presses, 
which Mr. Begon said was merely 
a subterfuge. 


Majestic Realigns Setup 

Distribution and sales of Majes- 
tic television and radio receivers 
in the New York metropolitan area 
have been taken over by a factory 
operated branch, Majestic Tele- 
vision Distributors of New York, 
division of Wilcox-Gay Corp 
Belle Electronics Corp., former 
Majestic distributor, sold its facil- 
ities to the manufacturer. Majes- 
tic’s advertising, sales and general 
offices have been moved to 385 
Fourth Ave., New York. 


8x10 . 
GENUINE 
GLOSSY 


PHOTOS 
773 Quantities 
SELL BETTER! 


ets iss 
PHOTOMATIC CO. 


53-59 E. Ilinois St., Chicago 11, Iilineis 
Phone: WH itehall 4-2930 


|Garry Moore Sets Fast 


Selling Pace on CBS-TV 

Garry Moore, who is rapidly be- 
coming CBS’ most profitable day- 
time video attraction, has been 
signed by another sponsor. Start- 
ing May 2, Standard Brands, New 
York, will air the 1:45-2 p.m., 
EDT, portion of the comedian’s 
show on Mondays, Wednesdays 
and Fridays. Time for Chase & San- 
born instant coffee and Tender 
Leaf tea was bought through 
Compton Advertising. 

Other advertisers sharing billing 
on Mr. Moore’s Monday-through- 


Friday hour telecast include Proc- 
ter & Gamble Co., R. J. Reynolds 
Tobacco Co., Quaker Oats Co., 
Corn Products Refining Co. and 
Junket brand foods division of 
Chr. Hansen’s Laboratory (start- 
ing June 7). The show is televised 
from 1:30 to 2:30 p.m., EDT. 


Industrial Surveys Names 
Crawford Vice-President 

Arden B. Crawford has een 
named vice-president of Industrial 
Surveys Co., making his headquar- 
ters in the New York office. He 


will supervise all client service | 
work for the New York clients. Mr. 
Crawford joined the company in 


October, 1950, and before that was s 


in the sales and merchandising de- 
partment of Nestle Co. Prior to 
that he was with A. C. Nielsen Co. 
as vice-president in charge of the 
supervision of client service work 
for food and drug companies. 


Flaherty to Cremo Brewing 
Fred W. Flaherty has been 
named general sales manager and 
advertising manager of Cremo 
Brewing Co., New Haven, Conn. 
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Gillette Backs Derby 

Gillette Safety Razor Co., Bos- 
ton, will be radio and television 
sor of the Kentucky Derby 
(May 5) over CBS again this year. 
Broadcast commentary will be car- 
ried at the time of the running of 
the classic; a 15-minute film of 
highlights of the race will be tele- 
vised later that day. Maxon Inc. 
is the agency. 


JWT Opens New Branch 

J. Walter Thompson Co. has 
opened an office at 220 Miracle 
| Mile, Coral Gables, Fla. 


it takes and makes a better impression 


for offset printing. Its surface- 

sized, fuzz-free finish brings out 

the true beauty of color. . 
leap to life. Whether you print offset, 
lithography or sheet-fed gravure . . . with 
Ticonderoga Offset you're always sure of 
finest performance. For your next job .. . 
specify Ticonderoga Offset. 


International Paper Company, 


remember .. . 


220 East 42nd Street, 
New York 17, N. Y. 


@ No wonder Ticonderoga Offset 
is Called America’s best paper 


TIC 


. makes layouts 


NDE 


for printing 


TERNATIONAL, 


tOGA 
OFFSET 


INTERNATIONAL PAPERS 
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Information for Advertisers 


No. 3946. New Premium Catalog. 
Hausman Mfg. & Sales Co. of- 

fers a new catalog, illustrating and 

pricing hundreds of premium items 


Readership flow charts, etc., round 
out the picture. 


o. 3950. Baking Industry Studied. 


THE ADVERTISING MARKET PLACE 


Rates: 75¢ per line, minimum charge $3. Cash with order. Figure all cap lines 
(maximum—two) 30 letters and spaces per line; upper & lower case 40 per 
line. Add two lines for box number. Deadline Wednesday noon 12 days pre- 


ceding publication date. 


Display classified takes card rate of $11.25 per 


column inch. Regular card discounts, size and frequency, apply on display. 


HELP WANTED 


ar 2 makin ia ee oe FRED J. MASTERSON 
from lead pe neils to alarm From Bakers Helpe rT comes a ADVERTISING & PUBLISHING 
clocks. Flashlights, key chains, bal- new data folder, providing a quick PERSONNEL 
loons, shoe orns, knives, rulers,| picture of the baking industry—its = rig hed Lume Sy 4 11s. a 
beauty aids, kitchen gadgets, etc.,| location, dollar volume, buying ALESMEN 
are included. All items are selected | habits, etc. The services of the , SPECIALT & CALENDARS 
t . < ‘ warge line Adv. Gifts, endars, Greet- 
for their ability to be imprinted | publication to advertisers are out- | ing Cards, Novelties, Full time or 
lined. | ideal tie-in for active agency men _ 
. ; ae space salesr Hig miss Confi- 
No. 3953. Auto and Supplies in| atin se 
Missouri. No. 3951. How to Use Decals in Reiniche Advertising Service 
. . Promotion. —¢ 
Missouri Ruralist offers a new Goshen, Indiana 
book, “Automotive Equipment and The Meyercord Co. offers a : CIRCULATION MANAGER 
~ ” ark « » . . ‘ Midwest agricultural blishin ‘company 
Supplies,” based on a tabulation of | pac kage of two new folders, “In-| jas opening for ‘young man with. maga- 
1,146 completed questionnaires. | crease Sales” and “New Merchan-| zine circulation experience. Must have 
. : agin” “> . knowledge of direct mail, sales lett t- 
The information covers makes of dising Magic”—plus samples— ing. ‘ob aon, a: wae oie, ofees 
cars, trucks and tractors owned;|Showing how to use decals for tion, Graft status, sslesy required , 
brands of gasoline, motor oil, and| package insertion, as giveaways, 200 E. Illinois St., Chicago nom 
accessories used; place of pur-| for self-liquidation, and as decora- & PUBLISHING 


chase; of lubrica- 


tion. 


and frequency 


No. 3948. Southern Cosmetic 
vey. 

Who's ahead in the South—Coty, 
Lady Esther, Max Factor, Eliza- 
beth Arden, Mum, Veto, or Sub- 
Rosa’? Lots of interesting answers 
are found in a newly-released cos- 
metic survey offered by The Pro- 
gressive Farmer. 


Sur- 


No. 3949. American Builder Read- 
ership Analyzed. 

American Builder offers a new 
“A Summary of the Adver- 
tising Research Foundation’s 192- 
page Study Proving American 
Builder Readership.” The study 
provides an exhaustive breakdown 
of readership, and an analysis of 
readers’ buying influence and 
power, as well as readership fig- 
ures ob best-read editorial pages 
best-read advertisements. 


Note 


tion on fabrics. 


No. 3954. Study of Rural Midwest 
Families. 

“Facts About Capper’s Weekly 
Families” is a new book by Cap- 
per Publications Inc., covering 
size of families, size of houses, au- 
tomotive unit ownership (2 per 
family), farm ownership, land 
rentals, etc. 


No. 3955. New Analysis of the 

Top Marketing Areas. 

“The Cream of Your Market” is 
a new book offered by J. Walter 
Thompson Co. which studies pop- 
ulation shifts as revealed by the 
1950 Census, and shows how such 
data can and should be applied to 
marketing problems. A four-color 
map makes pin-pointing of mar- 
kets easy, and all 162 metropolitan 
markets are broken down as to 
population, per cent of change, 
dwelling units, retail establish- 
ments, and retail sales. 
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Inquiries for the items listed above will not be serviced beyond June 11. 


USE COUPON TO OBTAIN INFORMATION 


200 E. Iliinois St., Chicago 11, Ill. 


—please print or type) 


Readers Service Dept., ADVERTISING AGE 


Please send me the following (insert number of each item wanted 


NAME GUT -“cseiniuihitsirciahaiinichtinlaneisielaaaai 
EPEDTIPUIEUT  “nicesseeseibecsssesutansteinatats shies tenteneithlcassebssinapatiepcutianasiinciiniiitseaniibinanaienntpasitnaianniabieibdasaneie 
BEI cesescccrecsseecescncensssoneces 

CITY & ZONE STATE 


OBSCURE SPECIALIST 
GETS JOB OFFERS 


This little story has to be told in gen- 
eral terms to preserve confidential in- 
formation, but its moral may prove 
Ee to you: A man with certain 

ighly specialized qualifications of lim- 
ited applicability wanted to get into 
the agency business. He was earning 
$7,000 in another business. As the result 
of a $20 ad here in these classified col- 
umns of ADVERTISING AGE, he got 
two offers from agencies—one at $9,000 
from a small agency, another at $11,000 
from a big agency . . . mighty fine div- 
idends from a $20 investment. Maybe 
this will suggest something to you— 
who knows? 


209 S. State St HA 7-2063 Chic: ago 4 
Young woman with good writing experi- 
ence needed to take charge of college 
Information Office. News Bureau releases, 
plus designing and writing of college bul- 
letins and public relations material. Good 
accomodations on campus. College degree 


almost essential. Send full information 
to R. M. Johnson, Secretary to Rockford 
College, Rockford, Illinois 

WANTED-AGENCY MAN: Mature young 
man—idea, copy, contact—able to head 
a growing midwest advertising agency 


Excellent opportunity 

Box 3758, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill 

PERSONALIZED VICE 
Advertising-Promotion & es Managers- 
Copywriters-Account Executives-Editors- 
Artists-Merchandising-Research-La yo ut- 
Radio-TV-Production and Salesmen 
THE HONES COMPANY 

14 E. Jackson Blvd. Chicago 4, lil 


POSITIONS WANTED 
CREATIVE MAN AVAILABLE 


Outstanding record 12 years copy and ser- 
vice on major accounts, experience 3 na- 
tional agencies Hard worker, sound 
writer, congenial. Location unimportant 
Married, 39, minimum $12,000 

Box 3739, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Il. 

YOUNG ARTIST 

One yr. agency exp. Lettering, layout, 
finished art. College grad Married. Vet 

Box 3740, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill 
CREATIVE ART DIRECTOR with 12 
years experience on national, retail and 
industrial accounts, desires agency con 
nection. 35—married—draft-proof 


Box 3742, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill 
ASST. ADV.-SALES PROMOTION MGR. 
MANUFACTURER, N. Y¥. CITY AREA 
Wide experience Electrical, Home Prod- 
ucts. Well versed in Trade, Consumer 
campaigns. Able administrator, Creative 
Self-starter. College. Age 33 
| Box 3726, ADVERTISING 
| 11 E. 47th St., New York 17, N. Y 
| AAAL Advt.-Sales Promotion Planner 
| Creative Idea Man—Ace Writer 
| Consumer, Industrial. All Media. Mail 
Order, Direct Mail. Agency exper. Natl 
| Sales, Advt. Campaigns. Age 35. Relocate 
| Box 3754, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Il. 
| EXECUTIVE EDITOR. Wide experience 
Trade or class. Employed 
| Box 3755, ADVERTISING AGE 
| 200 E. Illinois St., Chicago 11, Ill 

INDUSTRIAL 
ADVERTISING MANAGER 

can offer a manufacturer or an agency in 
the Chicago area perspective obtained 
from cost-reducing and profit-producing 
experience in diversified selling and man- 
agement functions. Basic background in 
space sales and tangible field selling. 
At present a company officer in charge 
of advertising and sales for an AAl manu- 
facturer of industrial and consumer prod- 
ucts. Able to plan and execute complete 
programs and coordinate agency functions 
in a harmonious manner. Budgets, mar- 
kets, direct mail, list building, cataloging, 
packaging, product design and develop- 
ment, trade shows, and publicity are re- 
sponsibilities I can handle intelligently. 38. 

Box 3756, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Il 
Adv.-Promotion-Publicity. Heavy exp 


AGE 


copy, layout, production, account secur- 
ing and handling Operated own agency. 
Now N will relocate. 30 


Box 3759, ADVERTISING 
11 E. 47th St., New York 17, N 


AGE 
Y 


_____—s« POSITIONS WANTED _ 
IN PITTSBURGH AREA 
Position as 


public relations dir. Have 
pwr. and ind. equip. background with 
tech. and publicity writing exp. Know 


magazine and bulletin prod 

Box 3757, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 
Space Salesman Available. Midwest area. 
Proved ability obtain more business than 
expected. Request reply 
GENERAL paper that know need for 
experienced man capable producing 
against odds. Valuable advertiser—agency 
connections 

Box 3760, 

200 E 


ADVERTISING AGE 
Illinois St., Chicago 11, lil 
SPACE SALESMAN 
Go-getter for new business, College grad- 
sate. Well known in Middle West. 

Box 3761, ADVERTISING AGE 

11 E. 47th St., New York 17, N. Y. 

PROVEN YOUNG COPYWRITER 


seeks chalienging copy or copy-contact 
opportunity in Chicago. Sold space; writ- 
ten national consumer, industrial. Top 
references. N. U. Journ. Family. Resigning 
Mid-west 4-A agency May Ist 

Box 3762, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 


WRITER 
Bright young woman. College graduate. 3 
years experience copy, publicity and edit- 
orial writing on everything from diapers 
to home furnishings. Good creative ideas 
with the ability to carry them through 
from typewriter to media 
Bex 3763, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill 
You're in the business; you should know- 


| a talented writer whese value will grow! 


My plea is familiar—tried but so true— 
not what have I done, but what I can do! 
I'm a girl. . .twenty-six...available now 
and trained in the art of I'll learn how 
My experience—4 yrs—encompasses much 
Mail Order, Retail, F -lance and such! 
What are your needs? Can I fill the bill” 
Grant me an interview! If I c I will! 

Box 3764, ADVERTISING 

200 E. Lllinois St., Chicago 11, 


REPRESENTATIVES AVAILABLE 
Rep., Good sales record in retail 
dustrial publications, 
one publication on full time basis in East 
Salary or arrangement 

Box 3724, ADVERTISING AGE 
11 E. 47th St., New York 17, N. Y 
ee OPPORTUNITIES 
FOR -E—TRADE PAPER 
profitable and well established in neces- 
sary industry; . old; ideal location 


$35,000 

, ADVERTISING AGE 

Illinois St., Chicago 11, Il 

MISCELLANEOUS 

Big City Printing—Small Town Rates 

Art, typesetting; black and white and col 

or process platemaking; letterpress and 

offset presses, single and multicolor to 

54 inches. Books, brochures, banners, fold- 

ers, maps and all general. Write for de 

tails, send specifications for estimates 
JOHNSON PRINTING INC. 

2219 Galloway St Eau Claire, Wisconsir 
ARTWORK BY AIRMAIL 

Big town talent, small town rates 


200 E 


Sket 


ches, finished art, complete creative serv- 

ice. Write needs today 

ART DENES, 132 Nassau St., New York 7 
To send us your inquiries 
for quotations on original 
photoengravings .__ including 

You Are Process color, agency and general 
commercial work. 125 highly skilled 

Invited artists and photoengravers assure 


you of intelligent service 
Over 50 years of ‘know how" 
INDIANAPOLIS ENGRAVING CO., INC 
22 East Ohio Street 
INDI AN APOLIS 6, INDIANA 


and in-| 
wants to represent | 
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COPYWRITER 
-is what you have NOW 
big enough for 1960? 


If not, maybe this is: You will be THE 
copy man on a hard-hitting agency 
team; later write your own ticket. 
The agency is small but potent—one 
of top-rated in the Southwest. You 
will work directly under owner, who 
knows copy and appreciates it. And 
who looks at 1960 with retirement in 
his eye. 


from TRADE or | 


You will produce radio, TV, publ., 
dir-mail copy with ginger in it. Carry 
out copy patterns, improve them, set 
| some yourself. Should be young and 
| full of ginger—say 25-35. Should be 
married and mature, too; past the 
“*you-too-can-now-have"’ stage. Know 
how to punch. Experience useful; tal- 
ent required. 


It's a working job. You'll like the 
work, the clients, the team, the climate, 
maybe even the boss. Fair pay and 
fair play and no politics. But this is 
a prize; we'll fill it with great care. 
We will pay expenses for an inter- 
view. Give the whole story, snapshot 
if possible, first letter; one or two 
expendable samples if you wish— 
none returned. 


Box 7850, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


ATTENTION! 
Editorial Assistants 


Would You Like A Chance In 
Agency and Publicity Work? 


| We're looking for that cub or young 
assistant in some technical publica- 
tion or industrial office who would 
like to broaden his horizon in adver- 
tising agency copy and publicity 
writing. One who loves trade-jour- 
nal type of writing; has a mechanical 
turn of mind; (technical education 
desirable, but not essential); men- 
tally flexible enough to enjoy writ- 
ing on various subjects; — pre- 
vious experience to have his feet 
on the ground; plus sales minded- 
ness. Good future with well estab- 
lished forward-moving group. Pref- 
erably married an years or 
under. Write telling us fully about 
yourself and salary wanted, includ- 
ing snapshot and samples of your 


} 


writing WHEELER-KIGHT AND 
GAINEY, INC., 74 E. Long Street, 


Columbus 15, Ohio 


ADVERTISING - PUBLISHING 


Sales creating skill of highly regarded, seasoned 


| promotion executive seeks challenging oppor- 
tunity in publishing or mail order. Creator 
award-w r arresting layouts based on 
sound “ifteen years di- 
versi phases publishing 
editoria sales, advertising 
promotion knowledge of produc- 
tion, | r m nt organizer, clear 
thinker, works tg | ~~  peewe e and gets things 
done' Personabie 

BOX 7851 *ADVERTISING AGE 

11 E. 47th St.. New York 17.N.Y 


pany in rapid-turnover 


dising. sales promotion. etc.) in 
agencies. Earlier one of top 
retail organization. Excellent 
handling men. Highest integrity 


area. Salary open 


| KNOW AN AGGRESSIVE, CONSCIENTIOUS 
YOUNG EXECUTIVE WITH BROAD EXPERIENCE IN 


SALES, SALES PROMOTION, SALES 
TRAINING AND MERCHANDISING 


General Sales Manager of multi-million-dollar highly-advertised com- 
mass-market merchandise 
in new business and client relations (including salesmeetings, merchan- 
one of the 
six men in twenty-million-dollar-a-year 
speaker 
Top references. Married, three children. 
6'2 years college training. Available in 30 days or less. Prefers Chicago 


Box 7852, ADVERTISING AGE 
200 E. Illinois St., 


Formerly key man 


ten largest advertising 


Good organizer. Proficient in 


Chicago, Tll 


18,000,000 Annual Visitors 


will see this 
* NEW: 


MAXWELL 
SPECTACULAR 


on the world-famous 
Atlantic City Boardwalk 


The RC. RC Maxwell Co.. Ca. Atiantic CIY NL, 


OUTDOOR ADVERTISING 


ADVERTISING 
MANAGER 


Young engineer (mechanical 
preferred) with ao bent for in- 
dustrial copy and layout, a 


knowledge of the graphic arts, 
and experience with agency or 
manufacturer. Position is with 
large Chicago Company. Com- 
plete charge of deportment. Good 
opportunity to go places. Re- 
plies held confidential. Apply 
by letter for appointment. 


Box 7849, ADVERTISING AGE 


200 E. Illinois St. 
Chicago 11, til. 
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50 TV Stations 
Form Own Film 
Producer Group 


HoLtywoop, April 24—Fifty TV 
stations in as many markets have 
formed Consolidated Television 
Broadcasters Inc., a video film pro- 
duction syndicate which will turn 
out a steady flow of films for TV 
programming. 

The group, which held prelim- 
inary meetings last fall (AA, Nov 
27), plans to turn out—initially 
two and a half hours of film pro- 
gramming weekly for 26 weeks. 

The first series will be produced 
under the direction of Frank Wis- 
bar, producer and director of the 
“Fireside Theater” series. Films 
will be sold to member stations for 
no more than 50% of the local card 
rate and, in TV markets where 
Consolidated has no members, 
non-member stations will have an 
opportunity to buy the movies. 


@ Richard E. Jones, managing di- 
rector of Station WJBK-TV, De- 
troit, has been elected president of 
the organization. Harrison Dun- 
ham, former general manager of 
KTTV, Los Angeles, has been} 
named executive vice-president | 
and general manager. He will es- 
tablish headquarters in Hollywood. | 
Last November, Mr. Dunham 
said that the company would prob- 
ably have a working capital of 
$250,000 and a capitalization of | 
$1,000,000 before operations were | 
undertaken. Member stations)! 
would subscribe 25% of the $1,-) 
000,000 on a stock issue, he ex-| 
plained, and the remaining 75% 
would be called for on a loan basis 
when needed. | 
He also said that the majority 
of films probkabiy would be a half | 
hour in length in order to keep 
production budgets at a minimum. | 
@ Station KTTV purchased the 
Nasseur motion picture lot last 
year and plans called for produc-| 
tion of a substantial portion of the 
output at that location. Talent, Mr. 
Dunham said, will be drawn from 
the ranks of Hollywood stars, only 
about 10% of whom are unavail- 
able for TV because of contracts. 
Establishment of the organiza- 
tion is regarded as a triumph for 


BRANCH MANAGER 
OPPORTUNITY 


Midwestern agency of approxi- 
mately 100 people needs aggres- 


sive manager for branch office | 


serving 6 diversified accounts. | 
Ten people in office. Must be | 
able to act as account execu- | 
tive, have creative ability and} 
initiative to sell new accounts. 
Give complete details of expe- | 
rience, photo and approximate | 
salary bracket. Our organiza- | 
tion knows of this advertise- 
ment. 


Box 7848, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


WANT TO INVEST IN 
PHOTO ENGRAVING PLANT 


Parties with substantial amount of 
Black & White and Color process 


work are interested in making new ~ 


connection. If your plant is large 
enough, and with a good copper base, 
it may be to our mutual advantage to 
talk it over. 

Replies will be held in strict confi- 
dence. Address: 

Box 7854, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 


FOR LEADERSHIP—Alex M. Lewyt, president of the Lewyt Corp., New York, receiving 

the Distinguished Leadership aword made by the Advertising Club of Lovisvillle. On 

the left is Dr. K. P. Vinsel, executive vice-president, Louisville Chamber of Com- 
merce; ot right is W. T. Owens, chairman of the ad club's board. 


George B. Storer of the Fort In- 
dustry stations, who has worked 
toward its foundation for about 
two years. The first meeting of 
the group was called last June by 
Norman Chandler, publisher of 
the Los Angeles Times and presi- 
dent of KTTV. 

In the early discussions, most of | 
the stations involved were news-! 
paper-owned. However, member- 
ship will not be limited to such 
stations since, in a number of im- 
portant markets, there are no 
newspaper-owned stations. In such 
cases, selection will be on a first- 
come, first-served basis. 


Snader Making All 
TV Films in Color 


HoL_Ltywoop, April 24—Snader 
Telescriptions, which has com- 
pleted 400 three-minute musical 
entertainment films for television 
during the past 10 months, will 
produce 400 similar films this year, 
with all production in color, Louis 
Snader told a press conference 
here Friday. 

He said that although shooting 
in color will jump costs, the step is 
being taken “so that when color 
television becomes a reality Snader | 
Telescriptions will have a full li-| 
brary ready and waiting.” Until 
color projection and reception have 
been approved, the company will | 
continue to release b&w prints 
from color separations. | 

Telescriptions are now showing | 
on 30 stations reaching 7,750,000 
sets and 22,750,000 viewers, Mr.| 
Snader reported. He said about} 
two markets are being added) 
weekly, and it is expected Tele- | 


ARE YOU LOOKING FOR A 


\| MEDIA DIRECTOR 


or on 


ACCOUNT EXECUTIVE 


PUBLICATION 
SALESMAN? ] 


lam immediately available— 
21 years of Advertising & 
Selling experience with 
top agencies and Publica- 
tions. Under 40 years of 
age. 


$15,000.00 


| Box 7853, ADVERTISING AGE 
11 E. 47th St, New York 17, N. Y. 


CREATIVE MAN 
Sincere, capable advertising and sales 
promotion man seeks greater challenge. 
Successful record in virtually all adver- 


tising media ‘op management level 
Planning, creation, production. Direct 
Mail, correspondence authority. Sales 


promotion and management background 
33. family, draft-free 

Box_ 7847, ADVERTISING AGE 
200 E. Illinois St.. Chicago 11, Il 


scriptions will be in every market 
by fall 


e In June, production will begin 
on a series of quarter-hour, half- 
hour, and full-hour programs. 
These will be in addition to the 400 
films for Telescriptions. Commer- 
cials will also be produced. 


| acts. 
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Mr. Snader said that 94 different | sponsored shows without exclusive 
talent groups have made Telescrip- | rights: 

KING-TV, Seattle; WOR-TV, New 


tions, these including 15 orchestras; York: WOGU<TV. Dew Crteana: WOC-TV 

PES - . - or -TV, New ns; “TV. 
12 ore hestras with a featured | Davenport; WKZO-TV, Kalamazoo: 
vocalist; 24 were vocalists with| wicu, Erie; WFBM-TV, Indianapolis; 
orchestras or voice backgrounds;| WTMJ-TV, Milwaukee; WTAR-TV, Nor 
15 were dancers; 17 were variety | f* , 

Film used Pree me ce 860 000° Mr. Snader announced that Alan 
at Gite negative 129.780" of | Fischler, formerly of KNBH and 
35mm _ positive and 2.521.400° of | Billboard, has been appointed sales 
2Omen positive for palenen prints. | representative on the West Coast 
This year's production for color 
will all be in 35mm because it has | Will Handle Fall Hat Drive 
best projection values, Mr. Snader| F. H. Hayhurst Co., Montreal, 


said. has been named to handle the fall 
Stations that have signed for| @4vertising across Canada for 

. mannan i : _ Morgan hats, manufactured by 
unlimited exclusive rights to, D. F. Morgan Ltd. Montreal 


Snader films in their markets are 


NeWSpée adve Ss 7 Dy 
KFMB, San Diego; KNBH, Los Angeles Newspaper advertising will begin 


about Oct. 1 and will be supple- 


KRON-TV, San Francisco; KEYL, San - - gee a 
Antonio; WBAP-TV. Fort Worth-Dallas:, mented with counter and window 
KFRC-TV, Houston; WTCN-TV, Minne-| displays and trade ads. 


apolis; WGN-TV, Chicago; WEWS, Cleve- 
land; WBNS-TV, Columbus; WCPO-TV, 
Cincinnati; WHAM.-TV, Rochester; WSYR 
TV, Syracuse; WWJ-TV, Detroit; WBZ- 
TV, Boston; WNBW, Washington; WFIL 
TV. Philadelphia; WSB-TV, Atlanta 
WMBR-TV, Jacksonville; WDTV, 
burgh; WOW-TV, Omaha 

Nine stations carry individually | 


Edwin Bemis Resigns 

Edwin A. Bemis has resigned as 
managing director of the Colorado 
Press Assn. because of ill health. 
Mr. Bemis, whose resignation be- 
comes effective July 1, has held 
that position for nearly 30 years. 


Pitts- 


Covering Catholic Schools, Churches, Convents, Rectories, Institutions 


CHURCH PROPERTY 


ADMINISTRATION 


you do.. 


DONT OVERLOOK 
BTW DAKOTA! 


Seems everyone in North Dakota these days is 
talking about OIL! But don't forget that North Da- 
kota is the nation's ber 1 p er of spring 
wheat—the oil wells are just an “extra”. Don't 


overlook the buying power in this well-to-do mar- 
ket . . . and don't overlook the NORTH DAKOTA 
DAILIES, the quick-action medium reaching nine 
out of every ten farm and city homes. 
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Fitch Got $250,000 for ‘Bandwagon’ Show, 
Testimony in Suit for Control of Trust Shows 


Des Moines, la., April 26—De- 
tails of the sale of the Fitch Band- 
wagon NBC show for $250,000 by 
the Fitch Mfg. Co. in 1947 were 
given at an unusual trial that got 
under way here this week. 

The trial is being held to deter- 
mine the right of Fred W. Fitch, 
81, to remove the trustees of the 
trust he created for the benefit of 
his heirs. 

The unusual suit was brought by 


Mr. Fitch, founder of the Fitch 
Mfg. Co., against his two sons, 
Gail W. and Lucius W. Fitch, and 


his two sons-in-law, L. R. Sandahl 
and Richard Young (AA, Aug. 28, 


Build Volume 
at LOWER 
SALES COST 


Door to door Selling—bet- 
ter known os DIRECT 
SELLING is building 
giant volume quickly for 
mony manufocturers ti 
may be your answer to 
present day complex sales 
problems Direct Selling is 
fully explained in fascinat- 
ing booklet—moiled FREE. 
Please write on your let- 
terheod 


OPPORTUNITY MAGAZINE 


28 E. Jackson Bivd. 
Dept. Aé4, Chicago 4, fil. 
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The Fitch company was sold to 
Grove Laboratories in 1949, at 
which time Fitch was operating 
five plants. 


se Lester R. Sandahl, former sales 
manager for the hair tonic and 
cosmetics company, testified that 
the Fitch company obtained $250,- 
000 for the sale of the Bandwagon 
show, which starred Phil Harris 
and Alice Faye, to the Rexall Drug 
Co., despite the fact the elder Fitch 
had told Mr. Sandahl that “no 
one would pay money for that 
show.” 

When the show was sold, it was 
costing the Fitch company $26,000 
for each weekly half-hour pro- 
gram. Sandahl claimed that Fitch 


|} voted to cancel the network pro- 


gram in November, 1947, but the 


directors outvoted him. 


e “Mr. Fitch objected to spending 
so much money when the company 
was not making the profits,” Mr. 
Sandahl said. 

Later the directors talked the 
matter over and realized they 


| could not afford to continue to pay 


so much for talent on the show, 
Sandahl said. He claimed they 


sere Sin soit 


Paw 


LONG BEACH, 
CALIFORNIA 


A greater market 
than ever before! 


Long Beach employment is 
now at an all-time peace-time 


peak. Over 102,000 workers 
earn an estimated annual payroll of more than 
$300,000,000, and employment is steadily increasing. 
To reach this wealthy market schedule your adver- 
tising in the PRESS-TELEGRAM|, delivered to over 
2 out of 3 Long Beach homes and whose circulation 
is § times that of Los Angeles papers claiming adequate 


coverage of this rich market. 


LONG BEACH, 


Use Long Beach, California, as an effective test 
market. Relatively easy control of important economic 
factors in this segregated area will 
results that can be used with confidence elsewhere. 


AN IDEAL TEST MARKET 


assure sound 


MORE THAN 2 OUT OF 3 READ THE 


Dress-Telegram 


IN LONG BEACH, CALIFORNIA 


National Representatives: Cresmer & Woodward, Inc. 


WINE & SPIRITS—The quintet caught by the camera ot o party given by True Mag- 
azine during the New York convention of the Wine & Spirits Wholesalers of America 


includes, from left: Henry Bretzfield, Lawrence Fertig & Co.; 
medi 


Frank P. tel 


Honk Lucking, True; 


for Schenley; Earle Capwell, advertising manager 


of White Horse; and Doug Clarke, advertising manager of Seagram's. 


were paying $13,500 to Phil Harris 
and $12,500 for the time spot on 
the network, the same time spot 
the show had held for 20 years. 

Mr. Sandahl said he went to 
New York and told the president of 
NBC that they couldn't pay more 
than $8,000 weekly for talent, and 
as a result efforts were made to 
sell the show. Mr. Sandahl said 
that when he told Mr. Fitch that 
the agent for the show, a repre- 
sentative of Music Corp. of Amer- 
ica, had claimed the show was 
worth $1,000,000, the elder Fitch 
asked him what he had been drink- 
ing. 


@ Rexall at first proposed paying 
$500,000 for the show and Mr. San- 
dahl claimed the elder Fitch de- 
cided maybe he shouldn’t sell the 
show. The proposed deal met with 
difficulties at NBC, he said, and 
later was purchased for a guar- 


| anteed $250,000. 


The Fitch company would have 
received another $250,000 if Rexall 
had continued sponsorship of the 
show for a specified length of 


| time, but the drug firm dropped it 


after two years, Mr. Sandahl said. 
Mr. Sandah! said Fitch tried to 
sell the company to a_ Boston 
broker in 1929 for $2,000,000 but 
was offered only $800,000. 
Proposals to sell the Fitch com- 


| pany to Grove first came up in 
| 1943 or 1944, he said, five years 


| before the actual sale. 


He also re- 
vealed that Fitch negotiated with 
Lever Bros. on the sale. 


s In opening statements, attorneys 
told the court that the elder Fitch 
had asked the court to remove the 
trustees and order a review of the 
accounts for unauthorized with- 
drawals and appoint a trustee to 
take charge of the trust. The peti- 
tion charges that the present trus- 
tees have “mismanaged and mis- 
used trust funds.” 

The trust was established in 
1926 and Mr. Fitch’s attorneys con- 
tended that in 1940 the defendants 
prevailed upon him to waive his 
life income from the trust in their 
favor. The attorneys also claimed 
that for 14 years Mr. Fitch had 
taken out only $80,000 in dividends 
from the trust but that within two 
weeks after they had closed his ac- 
count the four trustees declared 
$143,000 in dividends and distrib- 
uted this to themselves and their 
wives. 


e The elder Fitch testified that he 
filed the suit after his sons and 
sons-in-laws voted themselves 
$1,000 a month salary each. “I saw 
only one way to stop this robbery 
and thievery and that was to get 
a court order,” he said. 

He said that the company made 
a profit every year except one, and 
that was when Gail Fitch was sales 
manager. 

Asked by his attorney if he could 
account for the gross sales of 
$8,695,000 in 1945, Mr. Fitch re- 
plied: “If you look over the ad- 
vertising expense, it will answer 


| that question. We spent as high as 
‘ $2,000,000 


in advertising, which 


drove people into drugstores to 
buy our products.” 


e Mr. Fitch criticized the amount 
of work done by his sons. 

“I insisted several times that 
these men get out in the field and 
work with customers and key 
salesmen to create good will,” he 
said. Mr. Sandahl was sales man- 
ager and Gail Fitch was advertis- 
ing manager. 

“Sandahl finally went to Chi- 
cago, and then to Florida. It came 
out in the papers that he was visit- 
ing some friends. He was supposed 
to visit key salesmen. But he never 
did,” Mr. Fitch said. 

“I appointed George Atkins as 
sales manager over Sandahl, and 
Atkins went out into the field to 
check on his salesmen. He found 
one salesman holding a steady job 
in a drugstore—he was a pharma- 
cist—and drawing his salary from 
us.” 


e Mr. Sandahl coniended that in 
1935 the elder Fitch blocked a plan 
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to manufacture a new-type hair 
shampoo with a detergent base. 

“Our chemist went to Germany 
and returned with a formula,” he 
said. “We had a six-month option 
on it. 

“After experimenting with it for 
the six-month period, the younger 
group was in favor of putting the 
new shampoo on the market, but 
Mr. Fitch said ‘nothing doing; 
there will be no change in the 
Fitch shampoo.’ ’” 

Mr. Sandahl said the formula 
later was “taken over by another 
nationally known firm” and that 
Fitch's shampoo “began dropping 
in popularity.” 

“We would have gone into the 
detergent field if Mr. Fitch hadn’t 
objected,” he said. “Right now I'd 
say 70% of the market is of the 
detergent-type shampoo.” 


Sohio Signs ‘March of Time’ 

Televised “March of Time” will 
be sponsored by Ohio Standard Oil 
Co. over TV stations in Dayton, 
Columbus, Cincinnati and Toledo. 
The “March of Time” program also 
is being sponsored by a number of 
banks (AA, Feb. 26). The pro- 
gram will supplement the “Sohio 
Reporter” news broadcasts carried 
by 14 Ohio stations, the Cleveland 
Orchestra’s Twilight Concerts 
sponsored by Sohio each Sunday 
over 15 stations and a farm pro- 
gram broadcast from Worthington, 
oO. 


Appoints Feldman Agency 


George Feldman Advertising 
Agency, New York, has been re- 
tained to handle the advertising of 
American Testing Laboratories 
Inc., New York. Newspapers, trade 
publications and direct mail will 
be used to promote its consumer 


and industrial products testing 
service. 
L. A. Publisher Moves 


California Citrograph Publish- 
ing Co. has moved to 5380 Poplar 
Bivd., Los Angeles 32. 


NOW--Headline Photo-Composition 
at amazingly LOW COST! 


Mf 


Hundreds in profitable use by: 


MANUFACTURERS + PRINTERS * ADV. AGENCIES 
LITHOGRAPHERS + LETTER SHOPS * NEWSPAPERS 
TV STATIONS* SILK SCREEN SHOPS «DEPT. STORES 
WHOLESALERSs INSURANCE COMPANIES *PUBLICATIONS 


a  E 


HEHULIMER 


}OSTERED Pat APPL ED FOR vy 


e@ SOLID BLACK, NO TOUCHUP! 
@ PRINTS WON'T SMEAR or SMUDGE! 
@ NO WAITING FOR YOUR PROOFS! 
© ELIMINATES COSTLY OPAQUING! 
@ FAST, EASY OPERATION! 
@ TWELVE TYPE FACES AVAIL- 

ABLE, EACH IN TWO SIZES! 
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Holmes Award Goes 
to Margot Mallary 
for Second Time 


Los ANGELEs, April 24—Margot 
Mallary, advertising manager, Cole 
of California, was named to re- 
ceive the Los Angeles Advertising 
Women’s annual Frances Holmes 
Achievement Award as the out- 
standing woman in advertising in 
the West. She thus becomes the 
first repeat winner, having also 
won the award in 1949. 

In addition to winning the high 
recognition, Mrs. Mallary also re- 
ceived four “Lulu’s” for winning 
top honors in the categories of best 
copy, best direct mail campaign, 
best commercial film and best 
public relations campaign. | 

Other Lulu and honorable men- 
tion awards, which were presented 
at a luncheon in the Beverly Hills 


ll el 


| 


1 Hotel Sunday, were: 
> Best copy, honorable mention, 
- Charmaine Underwood, J. Ww JACKPOT WINNER—Actress Irene Dunne (center) presents the Los Angeles Ad- 
, Robinson Co., Los Angeles. Best| vertising Women’s annval Frances Holmes Award to Margot Mallory, ad manager 
: research project: Lulu to Helen of Cole of —— whe also _ —. ag ale = is ae ——— club 
. Murray Hall, advertising and pro- - a ee 
i oo co. tom a Best complete campaign: Lulu mention, Jean Wagner, Cutter 
osouition rad matte ’D a to Marion Trendley, Cobbler’s Inc., Laboratories, Berkeley, Cal. 
, Sas ~’ Los Angeles; honorable mention to Best finished art: honorable 
partner, Facts Consolidated, Los : ° , . 
j ‘ cance ~ Paula Kent, Union Tribune, San mention, Florence Parsons, J. W. 
Angeles, and Virginia Burke Gil- ms ewe c San Amauien | 
’ more, Northwest Certified Sur- Diego. Robinson Co., Los Angeles. 
veys. Seattle Best sponsored radio program Best publicity campaign: Lulu to) 
i i series: Lulu to Shirley Thomas, Lola Barden, Pacific National Ad- | 
+ Ai : a Commodore Productions, Holly- vertising Agency, Seattle; honor-| 
5 ° Best direct mail campergn: hon- wood; honorable mention, Marjorie able mention te Cay Hillegas, Sun- 
j orable mention, Mrs. Lila Casady, Bright Sh KITO. San Bernar- kist Inc 
, Mail Advertising Bureau inc., Se- 918) @7P® os : 
f attle dino, Cal. No awards were given for best 
5 . Best television commercial cam- layout, best mechanical produc- | 
4 paign: Doria Balli, president, TV tion, best outdoor or transit adver- 
Ads Inc., Los Angeles. tising, and best radio commercial 
: S:MPSON-REILLY, LTD. }| Best television program series: campaign. 
Publishers Representatives Lulu to Betty Mears, writer-pro- 
pr ducer, KTLA, Los Angeles; honor- SYLVANIA WINS AWARD 
— — able mention, Norma Jean Wright, Pyr_apecputa, April 24—Sylvan- 
: LOS ANGELES HALLIBURTON BLDG. | OWner, Merchandise Dramatiza~ ja Electric Products was awarded 
. SAN PRANCISCO CENTRAL TOWER } tion, Los Angeles. the 15th annual Howard G. Ford 


Best commercial film: honprable 


pretest... the way to 
make promotion pay 


SOUTH BEND 
@ Marketeers agree that 
South Bend-Mishawaka is 
made to order. TEST 
TOWN Sy S are 
a perfect cross-section of 
America’s industrial-agri- 
cultural might . . . and an 
isolated wholesale unit. 
@ Authoritative sources 
give St. Joseph County net 
effective buying income per 
family $5,284 . . . exceed- 


ing national average by 
756! 


@ These national advertisers have 
been getting prompt batting averages 
on their new sales and advertising 
ideas . . . from sales activity of their 
products in Burgoyne store panels. 


@ Have us set up a pretest of your 
new product ... premotion ... pack- 
age ... in two or three of the above 


recognized test cities. 
@ Retail Sales $234 mil- 


@ Management will give you the green ~. EXE wy A 3 = 
million. 


light on a regional or national basis 
... from the facts our monthly audit 
reports of sales will bring you. 


@ Population of St. Jo- 
seph County 204,740. 
@ One newspaper 
SOUTH BEND TRIBUNE 
. 104.3% family cover- | 
age in metropolitan area | 
— milline rate lower | 
than national average! 


@ Tell us what and where you want 
to pretest. 


Wu rgoyne roc ery ér Drug SY bode | 


FIRST NATIONAL BANK BUILDING CINCINNATI 2 


Award here during a luncheon 
yesterday at the Sales Manage- 
ment Mobilization Conference in 
the Bellevue Stratford Hotel. 

The award was received by Don 
G. Mitchell, president of Sylvania. 

The Ford Award is given annu- 
ally to the company judged to have 
made the most outstanding contri- 
bution to improvement in distribu- 
tion, with emphasis* on achieve- 
ment in sales management. 

In receiving the award, Mr. Mit- 
chell pointed out that sales basic- 
ally is the end result of intelligent 
planning and a sound business 
philosophy or policy. 


Alcoa Promotes Hunt, Wilson 

Roy A. Hunt, president of Alum- 
inum Co. of America, Pittsburgh, 
since 1928, has been named chair- 
man of the executive committee. I. 
W. Wilson, senior vice-president, 
has been made president of the 
company. Arthur V. Davis will 
continue as chairman of the board. 
Leon E. Hickman, a senior part- 
ner in Smith, Buchanan & Inger- 
soll, Pittsburgh law concern, has 
been named vice-president and 
general counsel of Alcoa. 


Sponsors Children’s Show 


Suburban Auto Sales & Serv- 
ice, Los Angeles, has signed to 
sponsor “Young America,” a live 
variety program featuring pre- 
teen and teenage chiidren with vo- 
cal, dancing and instrumental tal- 
ent, on KECA-TV, Los Angeles. 


Broadcasters Add KPMO 

KPMO, Pomona, Cal., has joined 
the Southern California Broadcast- 
ers Assn. as its 57th member. 


Donald Clemans Named A. M. 

Donald F. Clemans, in the ad- 
vertising department of RCA Vic- 
tor Distributing Corp., Chicago, 
has been named advertising man- 
ager of the company. He will di- 
rect the advertising and sales pro- 
| motion activities 


| Sate, Joins Mullican 


| companies, export sales constitute 


82% of 1951 Export 
Ad Budgets to Equal 
or Exceed ‘50 Total 


New York, April 25—More than 
80% of the export advertising ex- 


ecutives questioned in the Export 


Advertising Assn.’s second annual 
survey say that their export ad 


budgets this year will be equal to 


or greater than 1950 budgets. 

The association queried 1,200) 
executives—a cross-section of the 
country’s leading export men—and 
received replies from 16%. 

Principal conclusions presented 
in the report are: 

1. Export trade publications still 
will get a substantial share (32% ) 
of the total ad budget, but their 
share has declined somewhat from 
last year. Export consumer maga- 
zines and local newspapers are tied 
for second position, with each re- 
ceiving 18% of the budget. 


@ 2. The attitudes of top manage- 
ment toward export has become 
even more favorable since last 
year, according to 38% of the re- 
spondents, while only 5% of those 
queried said that their manage- 
ments view export less favorably. 

3. For more than one-third of the 


more than 10% of total sales. 

4. Export executives are more 

| optimistic about their own budgets 
than they are about export adver- 
tising as a whole. In fact, only 
26% said they think total export 
advertising will be greater than| 
last year, while 33% believe it will 
be less. 
The 13-page report, presenting 
the findings of the study in detail, 
is available from the research 
committee of the association, 20 
Vesey St.. New York 7 


House Organ 

Writers’ Markets & Methods, 
house organ of the Palmer Institute 
of Authorship, Hollywood, Cal., 
has been purchased by a newly 
formed publishing concern, M & M 
Publishing Co., 30 Horizon, Venice, 
Cal. Joseph A. Murphy, formerly 
associate editor of the publication, 
is head of the new publishing com- 
pany. The magazine will be com- 
pletely redesigned and will carry 
national advertising. 


K-F Names Leonard A. M. 


Charles J. Leonard, assistant 


| merchandising manager of Kaiser- 
| Frazer Corp., 


Detroit, has been 
promoted to advertising manager 
of the company. He succeeds Bur- 
ton R. Durkee, who has resigned 
to become general manager of the 
Detroit office of William H. Wein- 
traub & Co., agency handling the 
K-F account. 


Harnischfeger Names Holcomb 

Ralph D. Holcomb, general sales 
manager of Harnischfeger Corp., 
Milwaukee, has been appointed 
general manager of the new Pa- 
cific Coast division, in Los Ange- 
les. 


OAK-HYTEX 


BALLOONS 
otor 


Sell M 


ARTHUR JUDSON 

LourmsviLte, April 24—Arthur 
Judson, 79, former vice-president 
of what is now Fuller & Smith & 


13 at his daughter's home here. 


and Yale University. He retired in 
1928 after 19 years with the agen- 
cy, then named Fuller & Smith, 
and moved to Rye, N. Y., where 
he lived until 1944 when he moved 
to Louisville. 


CHARLES E. WHITTEN 

Toronto, April 24—Charles E. 
Whitten, 62, president of Gair Co. 
Canada Ltd., died here suddenly 
April 18. 

Born and educated in St. John's, 
Newfoundland, Mr. Whitten had 
been in the paper business for 
more than 30 years. Last June he 
became president and general 
manager of the Gair Co. here, and 
a few months later was elected a 
director of Robert Gair Co., New 
York, manufacturer of folding car- 
tons and shipping containers 


FREDRICK JONES JR. 

BLOOMINGTON, ILL., April 26— 
Fredrick H. Jones Jr., 50, account 
executive for the Biddle Co., died 
here yesterday morning. He had 
been undergoing treatment for a 
circulatory disorder for some time. 

Mr. Jones joined Biddle in Octo- 
ber, 1949, prior to which time he 
was associated with M. Glen Mil- 
ler Advertising, Chicago. 

He had been in advertising for 
many years and was very well 
known in both advertising and 
publishing circles. 


SAMUEL P. GIBSON 

New York, April 25—Samuel 
P. Gibson, 52, for the past 13 years 
manager of the market research 
division of Commercial Solvents 
Corp., died April 23 after a brief 


. Sachs, formerly with Ad- 


‘ama Associates, Louisville, has |of the Chemical Market Research 
Louisville | Assn. and a member of the Society 


joined Mullican Co., 
agency, as an account executive. 


| illness. He was a former president 


| of the Chemical Industry. 


Ross, Cleveland agency, died April | 


Mr. Judson was a native of New | 
York and a graduate of Hill School | 


| 


Great Selling 
Job for YOU! 


Service station operators find the 
flexibility of the Oak Balloon Plan 
effective in drawing crowds to 
openings - 

— increasing lubrication and 


promoting new brands 
' 
washing, etc. You 
will find a balloon 
suited to your 
needs in Oak's 
big variety. 
Write for 


details. 


‘hv OAK RuBBER Co 


Ravenna Onio 
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—\ SHIP CAPTAIN'S HOUSE, 
™~ NANTUCKET, MASS. 


Lnmiad 


In the prosperous whaling 

days of Nantucket, this digni- 

fied home was built by Captain 

Starbuck as one of three identi- 

cal Georgian houses for the fam- 
ilies of his sons. 

They were built in the early 
years of the nineteenth century 
when the island, only 14 miles 
long, was one of the leading 
commercial areas of Massachu 
setts, and operated a fleet of 
over 125 whaling vessels. 

The reserved and solid simpli- 
city of the house still serves as a 
reminder of the achievement of 
personal and sincere enterprise 
which made the tiny island fa 
mous. 

In the making of fine printing 
plates, Jahn and Ollier’s reputa- 
tion for successful reproduction 
springs from an honest effort to 
maintain of crafts- 
manship which ensure consist 


standards 


ently high quality .. . color proc- 


halftones and offset 
reproductions. 


AHNE& 


,. 


OLLIER 


RAVING peda 


ess, Zines, 


817 West Washington Bivd., 
Chicago 7, Illinois 


call MOnroe 6 -7080 


TV Set Makers, 
Dealers Having 
a Rough Time 


New York, April 25—If further 
evidence were needed that televi- 
sion manufacturers are having a 
pretty rough time of it, it was 
forthcoming from several of the 
big boys last week. 

Admiral Corp., Chicago, from all 
indications one of the hardest put 
in terms of top-heavy factory and 
distributor inventories, offered its 
dealers the strongest shot-in-the- 
arm yet proposed by a top pro- 
ducer. 

The company announced that 
with the purchase of every TV 
console retailing for $369.95 or 
more, dealers will receive free a 
table model radio-phonograph. For 
TV consoles in the $350 range, the 
radio-phonograph will be avail- 
able to them for $14.95, about one- 
fourth wholesale price. 


@ The plight of New York retail- 
ers continues to be spelled out 
daily in black and white in their 
newspaper ads. In a spread, Vim 
advertised “famous make table 
models including trade-ins as low 
as $49.95” and “famous make con- 
soles as low as $99.95." Brand 
names listed included Philco, 
Capehart, Crosley, General Elec- 
tric, Motorola, Olympic, Admiral, 
Zenith, Tele-King, Westinghouse, 
Hallicrafters, Sylvania, Kaye-Hal- 
bert and Trav-ler. 

Several of the same names 
turned up in Macy's clearance of- 
fer of $30 to $176 off on video sets 
A window sign in a little store on 
47th St. announced: “All televi- 
sion floor samples drastically re- 
duced. No reasonable offer re- 
fused.” 


e In general, the manufacturers’ 
reaction to the television sales 
slump has been to cut back pro- 
duction—apparently a great deal 
more than normal seasonal reduc- 
tion—and to intensify promotion. 

Philco Corp. started laying off 
some 2,000 employes from its TV- 
radio production force Monday 
(April 23). No prices will be cut, 
a company spokesman said, and the 
layoff will last only two weeks. At 
the same time, the manufacturer 
will break an intensified newspa- 


per campaign in all television mar- | 


kets. No details were made public, 
but as a tie-in Philco reportedly 
will offer dealers a free radio with 
every 15 or so television sets pur- 
chased. 

RCA Victor Division, Radio 
Corp. of America, at midweek 
(April 24) announced that all pro- 
duction of television receivers, ra- 
dio-phonographs and _ record 
changers has been temporarily 
halted. More than 5,800 employes 
will be affected by the shutdown. 
None of the company’s other pro- 
duction activities has been cur- 
tailed. Operations in the fields shut 
down will be resumed May 1. 
Newspaper copy for RCA video 
sets is running in 137 cities. 


e Sylvania Electric Products re- 
vealed that its production has been 
curtailed about 25%. Employment 
is down to 2,600 from a peak of ap- 
proximately 3,200 last fall. Two 
more manufacturers, following 
Admiral, Emerson and _ others 
which took this step some time ago, 
have dropped the price on TV re- 
ceivers. They are Magnavox Co. 
and Majestic Radio & Television 
division, Wilcox-Gay Corp. 

Now on a five-day week, Allen 
B. DuMont Laboratories has re- 
duced its production force by about 
600. Dr. Allen B. DuMont said the 
current sales slump is marked, but 
he voiced the opinion that other 
industries are having just as hard 
a time getting customers. 


FIRST OF ITS KIND—Basil O'Connor (right), 
Infantile Paralysis, here presents the first March of Dimes national radio award ever 


given to a national advertiser. 
contributed on its “Choraliers” 
Knight, “Choraliers” 


president, National Foundation for 


it went to Longines-Wittnaver Watch Co. for time 
CBS show. Receiving the award are (I. to r.): Frank 
announcer; Alan R. Cartoun, Longines’ director of advertising, 


and Eugene Lowell, director of the show. 


In some areas, TV sales are al- 
ready beginning to pick up, he 
said. He repeated his prediction 
that the supply pendulum will 
swing in the opposite direction 
within a few months when further 
sovernment restrictions on essen- 
ial materials are expected. 

Many sources attribute the cur- 
rent pileup of TV merchandise to 
a combination of over-production 
by manufacturers, who miscalcu- 
lated on the timing of anticipated 
shortage, and government controls 
on credit buying. 


e Grayson's department store in 
Baltimore mailed the following 
letter to potential customers: 
“Now is your chance to make 
money. For a limited time only we 
are offering $100 for your old tele- 
vision set regardless of size, age 
or condition. This offer is good on 
all purchases of famous make tele- 
vision sets which include Admiral, 
| RCA, Philco, Motorola. 
| “Reason: A terrific demand has 
| been made for used television sets | 
due to new television locations be- 


| ing installed throughout the coun-, 


try. It is to your advantage to act 
immediately .. . 
“P.S. In the event you do not 


have a television set, we will give 
you $50 for your old radio, regard- 
less of age or condition, on the 
purchase of a television set.” 

(Eprror’s Note: The last tele- 
vision market to open up was 
Nashville, where WSM-TV went 
on the air in September, 1950. Un- 
til the Federal Communications 
Commission lifts the freeze, there 
will be no further markets added 
to the present 63 covered by 
video.) 


SET MAKERS ESTIMATE 
1951 PRODUCTION TOTALS 

WASHINGTON, April 24—An elec- 
tronics components industry com- 
mittee meeting with the National 
Production Authority last week 
estimated that TV set production 
will amount to “between 5,000,000 
and 6,000,000 sets” in 1951, com- 
pared with about 8,000,000 in 1950. 
The committee said radio set pro- 
duction may be 10,000,000 to 15,- 
000,000 units. 

NPA warned that the electronics 
industry will get less than the 200,- 
000 pounds of nickel monthly 
which it considers necessary dur- 
ing the second half of °51. It also 
advised the industry that it should 
consider the steps that will be nec- 
essary to see that new tubes flow 
into replacement channels rather 
than new sets. 


Appoints Murray Maxwell 

Murray Maxwell, formerly ad- 
vertising manager of MeGregor 
Sportswear, has joined the eastern 
advertising staff of Bride’s Maga- 
| zine and Bride’s Reference Book. 


‘Quick’ Raises Rates Oct. | 

Quick will raise its circulation 
guarantee from 750,000 to 1,100,- 
000, its bkw page rate from $1,830 
to $2,110 and its four-color rate 
from $2,760 to $3,840—effective 
Oct. 1. The new rates will be 
guaranteed through September, 
1952. 

The Cowles magazine, according 
to the publisher’s estimates, aver- 
aged a net paid circulation of more 
than 1,050,000 for the first quarter 
of 1951—a 40% bonus beyond the 
guarantee. Three of the last five 
issues of Quick were said to have 
sold more than 1,100,000 copies. 


Two Appoint Arthur Agency 
Ruth I. Arthur, Providence, R. I., 
agency, has been retained to han- 
dle the advertising of Colonial 
Launderers, Providence, using 
newspapers, radio and television. 
The agency also has been named 
by Westwood Associates Inc., 
Providence, statistical ad informa- 
tion service, using direct mail. 


Advertising Age, April 30, 1951 


Armour Plans Big 
Canned Meat Drive 


Cuicaco, April 24—Armour & 
Co. will launch its largest adver- 
tising campaign for canned meat 
products with a full-color spread 
in the May 8 issue of Look. 

The ad is the first in a series of 
spreads that Armour will run in 
Life and Look from May through 
September. The spreads are in ad- 
dition to the meat company’s reg- 
ular ad schedule for individual 
canned meat items in magazines, 
radio ahd television. 

Early ads will stress the fact 
that Pantry-Shelf meals are as 
easy to get as spring fever, while 
succeeding ads will tie in with 
vacation-time cooking, telling how 
to “turn off the heat wave,” and 
will feature the economy of Ar- 
mour’s canned meats. 

Armour also has prepared a spe- 
cial store sale display kit to tie 
in with the series of ads. The kit 
contains large banners, shelf talk- 
ers, display cards and recipe pads 

Foote, Cone & Belding is the 
agency 


Pullman Names Erwin, Wasey 

Pullman-Standard Car Mfg. Co.., 
Chicago, has named Erwin, Wasey 
& Co., Chicago, to handle advertis- 
ing for its newly acquired Road 
Equipment division. Pullman pur- 
chased the division from Isaacson 
Iron Works, Seattle, last Decem- 
ber. 


Tarcher Appoints Lenz 

Herbert S. Lenz, formerly with 
Farson, Huff & Northlich, Cincin- 
nati, has been named in charge of 
the new business department of J. 
D. Tarcher & Co., New York. 


THE LETTER SHOP, Inc. 


Illinois 


431 S. Dearborn St Chicago 5 


SuUBURBANITIS* 


*A coined word to describe 
the population movement 


from city to suburbs 


BUFFALO PEOPLE hoven't all moved into 
the suburbs yef... 
great many of them have. 


but census figures show a 


In the Suburbs, as in the City, the News is 


Buffalo's great family newspaper . . 


. the newspaper that gives 


complete coverage of the great Buffalo market six days a week. 


In Williamsville, for instance, the News is preferred more than 3%- 
to-1. In Orchard Park, the News is a 4-to-1 favorite. In Hamburg 
and Lancaster, it’s almost 3-to-1 and in East Aurora and Cheektowaga 


it's mere than 2-to-1. 


SELL the NEWS READERS and you SELL 
The Whole Buffalo Market 


BUFFALO EVENING NEWS 


EDWARD H. BUTLER 
Editor and Publisher 


WESTERN NEW YORK’'S GREAT NEWSPAPER 


KELLY-SMITH CO. 


Notional Representatives 
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Newspapers National Advertising 
Hit $499,019,000 Record in 1950 


(Continued from Page 1) 
extra dollar when a hundred pen- 
nies are dropping out through a 
hole in our pants pocket,” he 
warned. 


es But despite the sizable adver- 
tising gains, the newspapers were 
repeatedly warned of the inroads 
made by rising costs. Edward S. 
Friendly, president of ANPA, said 
in a keynote speech that the prob- 
lem of making income meet ex- 
pense is serious. 

“Newspaper wages are among 
the highest paid today in any busi- 
ness or industry,” he warned. “The 
materials entering into the produc- 
tion of the newspaper are becom- 
ing increasingly costly—and in 


some cases, because of the defense | 
|@ The report of the postal com-| dues. The number of newspapers! Magazines, The Social Spectator, 


program, increasingly difficult to 
procure at any price.” 

He also took note of a new com- 

petitor: “Television has become 
another medium competing for the 
advertising dollar—and we must 
apply ourselves more than ever to 
continuing to get an ever-increas- 
ing portion of these dollars.” 
@ The federal laws 
advertising (AA, April 9) 
“twisted thinking...worth scruti- 
nizing.” The action of the Depart- 
ment of Commerce in removing 
printing and publishing from the 
list of essential activities was also 
criticized. 

The committee also expressed 
concern over the licensing of 
newspapers (largely at municipal 


levels) and the fact that 62 of 77 
newspapers in Georgia are paying 
license taxes, calling it “an un- 
fortunate trend and one that 
should be combatted by every 
newspaper.” 

Similarly, the committee, headed 
by J. Hale Steinman, Lancaster 
New Era-Intelligencer, expressed 
opposition to current legislation to 
prohibit advertising by distillers 
or optometrists (the latter con- 
fined to the District of Columbia). 
“It has been the position of ANPA 
that it should be legal to advertise 
anything it is legal to sell and that 
the Congress should not attempt to 
prohibit proper advertising of 
legally sold commodities or serv- 
ices.” 


mittee was critical of the lack of) 
proper accounting in the Post Of-| 
fice Department, and noted its) 
inability to answer the question | 
of how much would be saved if! 
second class postage was removed 


from the mails. 


The committee also notes that,) 


| in recent strikes, daily newspapers | 
committee 
condemned the proposed tax on) 
as| 


received a priority for delivery, 
while weeklies did not, and says} 
flatly that “there should be no dis- | 
crimination as between the press, | 
regardless of circulation, time of | 
publication or whatnot.” 
Membership in ANPA dropped 
slightly between this convention 
and the last. While 17 new mem- 
bers were added, 14 resigned, two 
merged, three suspended and three 
were dropped for non-payment of 


U.S. Newspapers’ Advertising Revenues 


General and Automotive: 1949 and 1950 
Prepared by Bureau of Advertising, ANPA 


Agriculture 
Alcoholic Beverages Total 
Beers 
Wines 
Liquors 
Amusements 
Automotive 
Aviation 
Gasoline & Oils 
Parts & Accessories 
Passenger Cars—New 
Tits & T 


Total 


Miscellaneous Automotive 
Confections . seen er 
Educational 
Groceries 
Baking Products 
Beverages 
Coffee & Tea 
Soft Drinks 
Miscellaneous Beverages 
Cereals & Breakfast Foods 
Condiments 
Dairy Products 
Disinfectants & Exterminators 
Laundry Soaps & Cleansers 
Meats, Fish & Poultry 
Miscellaneous Groceries 
Hotels & Resorts .. , ‘ 
Housing Equipment & Supplies 
Air Conditioning . ¥ 


Total 
Totai 


Total 


Automatic Heating .... 
Automatic Refrigeration . 
Fixtures onee : 
Fuel . es inh en 
Furniture & Furnishings 
Heaters & Stoves ......... 5 
Misc. Hsg. Equip. & Suppl. . 
Industrial eer 
Insurance ...... 
Jewelry & Silverware ..... 
Medical 


Public Utilities — 
Radio & Television 
Radio & Television Sets . 
Stations ac 
Miscellaneous Radio & Television ... 
Sporting Goods . 


Cigars . 
Cigarettes 
T 


Transportation 
Airways . 


Bus Lines 
Railreads 
Steamships 
T 


Total 


Miscellaneous Transportation 
Wearing Appare! 
Miscellaneous . , Seenenan 
Total National (General and Automotive) 


| 


| Blackburn, Free 


1949 1950 % Change 
$ 5,931,000 $ 6,819,000 +15.0 
42,375,000 45,473,000 + 7.3 
15,756,000 14,382,000 — 87 
2,121,000 2,038,000 — 39 
24,498,000 29,053,090 +18.6 
878,000 1,272,000 +449 
856,000 094,000 +143 
321,000 376,000 +17.1 
9,768,000 11,809,000 +20.9 
1,230,006 550,000 —55.3 
58,292 ,00¢ 63,383,000 + 87 
1,596,000 2,903,000 +819 
4,259,00€ 6,785,000 +59.3 
10,390,000 12,288,000 +183 
3,350,000 3,105,000 — 73 
1,070,000 1,339,000 +25.1 
112,465,000 123,354,000 + 97 
16,591,000 15,531,000 — 64 
17,415,000 21,686,000 +245 
9,030,000 11,247,000 +246 
6,862,000 8,891,000 +29.6 
1,523,000 1,548,000 + 16 
6,635,000 8.762.000 +321 
5,739,000 6,883,000 +19.9 
10,808,000 12,086,000 +118 
1,267,000 1,185,000 — 65 
26,356,000 26,773,000 + 16 
6,100,000 6,950,000 +13.9) 
21,554,000 23,498,000 + 9.0) 
8,599,000 9,946,000 +15.7) 
19,928,000 20,001,000 + 04 
285,00€ 520,000 +82.5 
1,502,000 1,133,000 —24.6 
3,899,000 3,509,000 —10.0} 
46,006 14,000 —69.6 
1,459,000 852.000 —416 
6,424,006 7,543,000 +174 
1,061,000 1,074,000 — 07 
5,232,000 5,356,000 + 24 
10,507,000 8,480,000 —19.3 
3,726,000 4,152,000 +114 
1,288,000 1,190,000 — 76 
19,213,000 24,588,000 +28.0 
367,000 730,000 +98.9 
15,984,000 17,470,000 + 33 
10,170,000 10,685,000 + 5. 
4,229,000 5,003,000 +183 
1,585,000 1,782,000 +124 
7,553,000 8,341,000 +104 
12,756,000 22,760,000 +78. 
8,300,000 16,507,000 +989 
4,373,000 6,097,000 +39.4 
83,000 156,000 +88.0 
1,822,000 1,997,000 + 96 
19,970,00C 19,935. —.02 
3,212 3,754,00C +169 
15,885. 15,315. — 36 
376,006 540,000 +43.6 
497 ,00¢ 326,000 —344 
30,549,000 904 +143 
272,000 259,00C — 48 
7,194,000 5,909,00C —17.9 
7,440,000 10,339. +39.0 
8,471,000 9,344,000 +10.3 
7,172,000 9,053 +26.2 
20,048,000 21,587,000 + 7.7 
7,685,000 454 +10.0 
977,00 —41 
31 304,000 — 05 
1,837,000 350 +27.9 
3 621 +225 
510 881 + 39 
6,372,000 6,240,000 —21 
14,408,000 17,242,000 +19.7 
$445,025,000 $499,019,000 +121 


SERENADE—Between sessions at American Assn. of Advertising Agencies’ meeting 

o week ago, Jack Thayer (left), J. Walter Thompson Co., gives Laurence L. Shenfield 

of Doherty, Clifford & Shenfield a sample of the commercial which he wrote on 
the Hoover Report for the Advertising Council. 


is now 774. 

Irwin Maier was reelected as 
chairman of 
the Bureau of 
Advertising. 
New directors 
are Maj. Gen. 
Julius Ochs 
Adler, New 
York Times; 
D. Tennant 
Bryan, Rich- 
mond Times 
Dispatch and 
News Leader; 
J. Evans 
Campbell, 
Owosso Ar- 
gus-Press; George Hartford, Chi- 
cago Daily News; Franklin D. 
Schurz, South Bend Tribune. Re- 
elected directors included E. Bart- 
lett Barnes, Press, Bristol, Conn.; 
Sidney F. Harris, Herald, Ottawa, 
Kan., and Eugene Pulliam, Indian- 
apolis Star and News. 


Irwin Maier 


e Charles F. McCahill of the 
Cleveland News was elected presi- 
dent of the ANPA. George C. Big- 
gers of the Atlanta Journal was 
named vice-president; J. L. Stack- 
house of the Express, Easton, Pa., 
was elected secretary, and W. L. 
Fanning of the Westchester Coun- 
ty Newspapers, White Plains, N. Y., 
was elected treasurer. 

Six new directors were named 
this year, to serve with four oth- 
ers whose terms have not expired. 
Those newly named were: 

Edwin S. Friendly, vice-presi- 
dent of the New York World-Tele- 


World Week and Young Catholic 
Messenger. 

Although initial copy features 
Wilson's complete line, subsequent 
ads will be devoted to golf clubs, 
tennis equipment and other indi- 
| vidual items. Dealer helps include 
reprints, newspaper mats, and 
material for radio and television. 

Ewell & Thurber Associates here 
is the agency. 


53 
‘Jewish Journal’ 
Suspends in N.Y. 
New York, April 26—Labor 


troubles have forced the Jewish 
Journal & Daily News, oldest or- 
thodox Jewish daily in the coun- 
try, to suspend publication. 

Whether the suspension is tem- 
porary or permanent could not be 
learned. Arthur L. Malkenson, 
president of the Journal-News 
Corp., publisher of the paper, could 
not be reached, and the phone at 
the office of the Yiddish-language 
paper was not answered. 

At the office of Joseph Jacobs 
Advertising & Merchandising Inc., 
the newspaper's advertising rep- 
resentative, AA was told that no- 
body knows whether the Jewish 
Journal will resume publication. 

According to a spokesman at the 
Newspaper Guild of New York, the 
guild received unofficial reports 
April 10 that the Jewish Journal 
would not publish the following 
day because its employes refused 
to work until they had been paid 
back salaries. 

Suspension of the paper was an- 
nounced in a bulletin board notice 
to employes April 11, AA was 
told. 

The guild has been negotiating 
new contracts with several Yid- 
dish-language newspapers for sev- 
eral weeks. Most of these negotia- 
tions are still being conducted. 


|\Radio Executives Present Peabody Award¢ 


New York, April 26—Presenta- 
tion of the I1lth annual George 
Foster Peabody awards for radio 
and television was made here to- 
day at the Radio Executives Club 
meeting. 

Radio winners for 1950, in the 
different categories included: 

1. Elmer Davis, who is coopera- | 
tively sponsored over ABC, for 
reporting and interpretation of the 
news. For bringing “sanity, horse 
sense, and...dry Hoosier wit" to 
a “troubled world,” Mr. Davis re-| 
ceived his third Peabody award. 

2. CBS’ “Hear It Now,” for en-| 
abling the listener “to hear the 
news from the very individuals 
who made it.” 

3. “Halls of Ivy,” sponsored by 
Joseph Schlitz Brewing Co. over 
NBC, with Mr. and Mrs. Ronald 
Colman in the starring roles, for 
dramatic entertainment. 

4. Metropolitan Opera broad- 
casts over ABC under the sponsor- 


gram & Sun, and retiring ANPA 
president; E. M. Antrim, Chicago 
Tribune; W.G. Chandler, Scripps- 
Howard Newspapers; J. S. Gray, 
Evening News, Monroe, Mich.; 
William Dwight, Transcript-Tele- 
gram, Holyoke, Mass., and W. J. 
Press, London, | 


Ont. 


Wilson Expands Ad 
ScheduleinSpring _ 


andSummer Drive | 
Cuicaco, April 24—Wilson 
Sporting Goods Co. has embarked | 


-4' on its most ambitious advertising 
al and sales campaign to date, using 


both magazines and newspapers in | 
a spring and summer drive. 

The company’s magazine efforts | 
open with a four-color spread in 
the April 28 issue of The Saturday 
Evening Post, featuring its general 
line of sports equipment (AA, 
April 23). Esquire, Life and Time 
also will carry color ads, with the 
complete schedule including Amer- 
ican Lawn Tennis, The Amer- 
ican Legion Magazine, Boys’ Life, 
Golfing, Golf World and Sporting 
News. 

In addition, and supplementing 
the company-paid nationwide 
newspaper campaign, insertions 
have been scheduled for Scholastic 


ship of Texas Co. for entertain- 
ment in music. The awards 
committee also had a “special 
word of praise for the sumptuous 
televising by ABC of the Met's 
opening performance of ‘Don 
Carlo.’” 


@ Television winners in the differ- 
ent categories are: 

1. Jimmy Durante for entertain- 
ment. Mr. Durante is one of the 
rotating comedians on the “Four 
Star Review” (NBC), co-spon- 
sored by Motorola, Norge and Pet 
Milk. 

2. “Johns Hopkins Science Re- 
view,” originating at WAAM,}| 
Baltimore, and carried over Du- 
Mont, for “skillfully simplifying 
and visualizing the results of scien- 
tific research.” | 

3. “Zoo Parade,” sponsored by | 
Quaker Oat’s Ken-L Ration over 
NBC, and “Saturday at the Zoo,” | 
formerly aired sustaining over 
ABC, received a double award for 
children's prograrns. 

Other Peabody awards went to: 

American Broadcasting Co. for its re- 
sistance to pressure from “Ked Channels” 
(special award); Providence Journal, 
Providence, R. 1., for a series of articies 
and broadcasts on Walter Winchell, Drew 
Pearson and Fulton Lewis Jr. ‘(special 
award); Mutual for contributing to inter- 
national understanding with “Pursuit of 
Peace”; WNYC, New York, for United 
Nations coverage; Radio Free Europe for 
its contribution to international under 
standing; NBC's “The Quick and the 
Dead” for education; Station WBBM 


for 1950 Radio, Television Excellence 


Downs 


(CBS), Chicago, for public service by 
regional station with “The Quiet Ans 
swer"; Station WFPL-FM, 


Louisvill 
which is operated by the Louisville Fr 
Public Library, for public service by 
local station (citation); and Ira Hirse 
mann, president of WABF (FM), Ne 
York, for music (citation) g 
Administered by the University 
of Georgia, the Peabody awar 
are based on entries submitted b 
Stations, networks, radio editor 
listener groups or individuals. Ed 
ward Weeks, editor of Atlantié 
Monthly, is chairman of the ad 
visory board, which includes edi 
tors, publishers, educators, civi 


| leaders, etc 


DeMunn & McGuiness Adds 3 

Ellis J. Keehn, formerly hea 
of his own agency in Chicago, ha 
been named an account executiv 
of DeMunn & McGuiness, Chicag 
agency. Francis J. Cummings, for 
merly manager of production an 
copywriter for Sidney K. Lemby 
Advertising Agency, has joined 
DeMunn & McGuiness as copy- 
writer in charge of dealer and di- 
rect mail promotion. May Kross, 
formerly with Burton Browne Ad- 
vertising Agency, has been ap- 
pointed research director. 


| Film Viewer Promotes Clothes 


A 35mm film viewer containing 
a film clip of color cartoons ex- 
tolling the merits of Fablon, a new 
Orlon fabric featured in the Don 
Richards clothing line for fall, has 
been devised by Emil Mogul Co., 
New York, agency for M. Wile & 
Co., Buffalo, N. Y., maker of Don 
Richards clothing. With the view 
er is a brochure which also pro- 
motes the clothing line. Both view- 
er and brochure are intended for 
men's clothing retailers throughout 
the U. S. 


Four A’‘s Unit Reelects 2 


Hal Clark, Harold Walter Clark 
Inc., and Car Salstrand, president 
of Ball & Davidson Inc., both of 
Denver, were unanimously re- 
elected to the American Assn. of 
Advertising Agencies board of 
governors at the annual meeting 
of the Rocky Mountain chapter in 
Denver. 


Hazel-Atlas Plans Campaign 

Hazel-Atlas Glass Co., Wheeling, 
W. Va., will promote jars and clos- 
ures in 78 newspapers in 11 states 
and in eastern farm publications 
during the 1951 canning season. H. 
B. LeQuatte Inc., New York, is 
the agency. 
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LOTS OF GOLD LEAF—In fact, there are 2,250 sq. ft. of gold leaf on this new 
26x75° Theo. Hamm Brewing Co. spectacular in downtown St. Paul. Sign’s cost: 
$25,000 


)  FIVESOME FOR LUNCH—Around the table at the American Assn. 
of Advertising Agencies meeting at White Sulphur Springs ore 
Albert W. Sherer, McCann-Erickson, Chicago; Foirfax M. Cone, 


se amernaree tellipa. 


FOR MRS. GOSHORN. Examining one of the illuminated scrolls 
presented to Mrs. Clarence Goshorn, widow of the late chairman 


of the association, are these Four A's members and officials Four A’s chairman; J. P. C ingh 


Borden Co. in this package made by the 
Hinde & Dauch Paper Co., Sandusky, O., 
to resemble Elsie’s barn. 


Foote, Cone & Belding, retiring chairman; Lawrence Shenfield, 
Doherty, Clifford & Shenfield, New York; Dr. Ernest Dichter, one 
of the speakers; and Frederic R. Gamble, Four A’s president. 


ELSIE’S BARN—A somple assortment of 
products was sent to stockholders by the 


HONOR ADMAN—John H. Gloss (center), recently named advertising manager of 

the New York News, is presented with a certificate for a TV set at a testimonial din- 

ner given in his honor by a group of merchants. Making the presentation is Joseph 

L. Eckhouse, executive head of Gimbel’s. Looking on is Major Benjamin H. Namm, 
chairman of the board of Namm’s. 


THE THING—Armour & Co.'s solution to the identity of “The Thing” is this 300-Ib., 
12’ thuringer sausage, displayed at the Buckingham Super Market, Washington. 
Customers correctly guessing weight of a normal sausage got one free. 


Van Sant, Dugdale & Co., Baltimore; Fred Gamble, Four A's 
president; Louis N. Brockway, Young & Rubicam, New York, new 


BLOOD DONORS—Members of the Metropolitan Advertising Men line up at a Red 
Cross blood center in New York for an en masse donation. Left to right are: Murray 


Earle Ludgin, Earle Ludgin & Co., Chicago; Wilbur Van Sant, New York; and George Link Jr., 


BOARD GATHERS FOR PHOTO--Members of the board of directors of the American Assn. of Advertising 
Agencies who were present at the organization's annual meeting at White Sulphur Springs this month 
posed for this photograph. Standing, left to right, are Fletcher D. Richards, Fletcher D. Richards Inc.; L. C. 
Cole, L. C. Cole Co.; Wesley M. Ecoff, Ecoff & James; George Link Jr., Four A’s counsel; Winthrop Hoyt, 
Chas. W. Hoyt Co.; Lawrence L. Shenfield, Doherty, Clifford & Shenfield; William R. Baker Jr., Benton & 
Bowles; E. E. Sylvestre, Knox Reeves Advertising; Earle Ludgin, Earle Ludgin & Co. In the front row are 


Four A’s counsel. 


gh & Walsh, 
Appel, Parents Institute; Alfred Summers, Printing Associates; Robert Eldridge, Parents 
Institute; Richard Elliot of Look and club president, and Milton Krawit, Sarco Co. 


F. W. Townshend, Campbell-Ewald Co.; Robert D. Holbrook, Compton Advertising; John P. Cunningham, 
Cunningham & Walsh, vice-chairman; Frederic R. Gamble, president; Louis N. Brockway, Young & Rubi- 
cam, chairman; Fairfax M. Cone, Foote, Cone & Belding, chairman of the advisory council; Thomas D’A. 
Brophy, Kenyon & Eckhardt, retiring chairman of the advisory council; Wilbur VanSant, VanSant, Dugdale 
& Co., secretary-treasurer; Gordon E. Hyde, Federal Advertising Co. A number of board members are not 
included in the photograph. 
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FARM JOURNAL DOES WHAT 
NO OTHER MAGAZINE GAN DO 


Here’s what 


FARM JOURNAL 


alone gives 


READERS + ADVERTISERS 
- RETAILERS 


1. The only farm magazine printed 
on news magazine presses 


2. Only Farm Journal contains The 
Farmer's Wife — THE complete 
women’s service Magazine written 
expressly for rural homemakers 


ee 


| 
3. Most merchandisable magazine ; 
in Rural America : 
4. First choice of the people 
: . of Rural America : 
6.) Largest on-the-Farm Circulation , : 
« Preferred by County Agents an 
S. Preferred by County Agents and ) 
of Any Farm Magazine Home Demonstration Agents : 
' 
G) Largest on-the-farm circulation : 
@ Editorially, we have but one objective, to be of the of any farm publication ; 
greatest possible interest and service to people who are 7. The magazine farm families 
actively interested in agriculture. Our editors are experi- depend upon 
enced and trained for the job, know farming and farm 8. Largest selling magazine among 
living intimately, write about nothing else. the millions of families who live 
Naturally, the big majority of our subscribers live on a eayene 
farm or own a farm. But, like every other good farm pub- 9. The only farm magazine reader- 


re . . . s>hecked every issue by Stare 
lication, state, sectional or national, not a// of our subscrib- checked every issue by Starch 
; : x Advertising Readership Service 
ers live on a farm. Neither do a// of the people who take an 10 
active interest in the doings of agriculture live on farms. » Lowest cost per delivered reader 


of any farm magazine 


If you sell merchandise of interest only to those who OE ics aid sical wh alia 
. ~ . - . 3 3 s 
actually live on a farm, you will want to know that FARM pasate 
JOURNAL has won the enthusiastic and devoted interest 1 ; ” 
, : 2. Covers more subjects of interest 
of the largest on-the-farm audience ever attained by any 


to everyone on the farm 


farm magazine. ; : 
} 7 13. Greatest circulation of any 
If you sell consumer merchandise, you will want to magazine in Rural America 
know that FARM JOURNAL provides a unique and powerful B46. coven mass of Oe tant free 
approach to a great body of prosperous consumers, who OO pein ie h 
. realest coverage where your 


-anno reached threugh ordinary magazines. ; 
cannot be 4 . g best retailers operate 


16. Largest on-location, in-the-field, 
full time editorial staff 


j NO WONDER FARM JOURNAL 

1S THE LARGEST SELLING 

MAGAZINE OF ALL WHERE 

A VERY IMPORTANT HALF OF THE 
CONSUMERS OF AMERICA LIVE! 
CIRCULATION NOW MORE THAN 2,861,000! 


7 oe ae 2 ee oe ieee, |. Gee Se |S ee (ae “ * 
A ES a Sree Ag a 7 eae le ae ee we Sg ere 
" Poe” «pace Caen ee” SS eee a *, on Z- a UG ‘ Ps ys oe 7 a ag 5 ck Picea some at Ue ae eae 
. 43 igen, Goeapeerer eae en — ; Bo: of Va oe 4 a Ei ye ie } ‘ : ae ge ae har ai Fg 

i ; ‘i ; uate a 4 ’ ee Le ie ee 
; ; ct 
sae, 4 
1 Se 
aS 
Pee. 
me 
pe 
ah 
Sea 
rhe or 
ag 
Seek 
aa 
note 
ay 
Mi » <3 
eae 
ae gale hy 
ay ¥ T 
ae 
ae 
Rok 
»! es 
i dh 
| Bead 
a 
f oy 
. | 
f 
. ‘oe 
A - EY hy 
; s ot i 
ey ree 
- _ U ¥ . ms 
~~ d oe 
f N | ta 
| ( Fe Te 
J 4 Fy 
, ei: 
an es: 
wt ae be 
a he 
ae 
re a J S 
4 : 
- ~ Gahes 
: r . gies 
| . oo : Ss 
. viding a 
6 * — 4 Sane 
os ea 
£- 4 -¢ 
| ‘at 
gles ry 
| : € Sn 
q : a Nf my 
; a a +e 
<5 Sy 

| | | _ f* 

a i tt 

t Be: 

a" ba: 
, > ine 
j , ; > hd 

‘ - a 

pee 
“As 
et, 
ead 
ae 
va is: 

rh 
pay Pp 
ae 

are 
. thre 

s& ee 
a “~<ala 
oie 
a 
ae? 
a 2 
‘eee 
eae 
Pak 
| ~~ a 

i Nhe 
Cees 
_ s 

| a 

ed 

as 
mh 4 
a > 
at 
ars i 
| ’ 
«ae 
ee 
oe. 
i i 
; "Thee 
' of (Ae 

ae, 

.. rere 
elas 
Aa 
iat 
Wag tl 

be 
hha 
a 
Mee. 
4 Po ee 
AF) : 
ages 

ea 
ERG 
Ba ot 

ae de 
oe, Oe 
a 
a ee 

tn 
ae 

eae: 
jae 
ey ee 

+ Ry 

os al 
ees 
eae 
ikea 6 
_ hs ung 
: — <m ) rit 4 
; a > Wiis ote pes a. ~ = See 
ik NE ae a a Bere 
ae Be Siar 5 ~ ag eee *.? a8 ‘ae 
: — omee sr 2 ee 5 ote oe . Barns 
. ee Ry : > ten ; Pn, 
: aa Os 4 Ap pele : “> 7 7 ; Agr 
Es aie erat ta 3 Me. i" | ae ’ ae ae 
ae i es a . * 7 an “MrT 
os ~~? Ye 5 ah Pie tat . 5 ra 

4 ¥ ae oS ae A i: \ Shee 
aoa . i i : “ifs aa ee 
a” os f : ; 2 oo 
a ae ins: & 
7 sf “a, 
a . rs ‘ A Pots ae. 
ee ee re a bas ep 
ME a , a ae i EE ee oe eae 4 i i > een 
‘i ey he er epee » lige. 72 7 oN ee . 4. yy all 6 ee o : a tel 
eee ; oe 4 eae Fis, er ss. eee ae hy . Si eae we ee 
: ; . ‘ thas 
ia 

(tee 
ne 
r * cueere 
oe 

_ ees ee — “0 -— oo ig Bt 
— : . os) Nee = 

A — 2 a : = ; - oe nie te 
Pe 2 a 1a wt. 8 wong . a ee es os. 5 a j ae» ae Pate a: { ey: . . L m 5 Ria) eee 

ae? <~ nea: capt. rel ‘ weal a ee d gS Se a See ie: Ser 2 is 2 ae ce i. Ree ee ok ce 
ey ow > [+ pee =a at a : co ih. = anaes ce cr ~ P ee tee Pe ee 

1. 7 y sos eS a ee a so Sa je tl nn 2 ae goa at bai a ay BA: ae 

oS hy mL re. Ss a a eee ean Oe 


Se 


a Pa 


Cara 


tet Le Stier Sea's 


2 edhinn 


A a AEA LLL LALLA LLL IAL A 


a 


Geddiman Tells 
Newspapers of 
TV’s Limitations 


New York, April 26—ANPA 


convention delegates loudly 
cheered a presentation by the 
American Assn. of Newspaper 


Representatives today which at- 


ANPA Meeting 


tacked television as an advertis- 
ing medium that gives only spotty 


SALES LETTER “STOPPERS” 


Hundreds of unique ideas avail 

or specially created to increase your 
letter effectiveness. Write on your 
letterhead for complete list and 
samples. 


A. AUGUST TIGER 
545 Fifth Ave. New York 17, N. Y. 


market coverage. 

H. James Geddiman of the 
Hearst Advertising Service, pres- 
ident of the New York chapter of 
AANR, told the American News- 
paper Publishers Assn. that “net- 
work television camnot be called 
a national advertising medium” 
because .it fails to cover three- 
fourths of the people and most of 
the markets in the U. S. 

He said that even in the cities 
boasting TV stations, the medium 
failed to cover the market ade- 
quately. 

Mr. Geddiman, who stressed the 
market coverage and penetration 
of newspapers, nevertheless 
praised TV as “waking up indus- 
try” and “helping to bring back 
big advertising budgets.” He de- 
plored the fact that business today 
is spending a lesser proportion of 
national income on advertising 
than 30 years ago. 


TV ADVERTISERS SPEND 
MORE IN OTHER MEDIA 

New York, April 26—-The Maga- 
zine Advertising Bureau today had 


something of a kind word for tele- 
vision. The MAB said 126 adver- 
tisers spent $26,100,000 for net- 
work TV during July-December, 
1950—a gain of $19,300,000 over 
the same period in 1949. 

The increase, said the MAB, was 
apparently all new money, since 
appropriations in other media were 
not slashed. As a matter of fact, 


said the MAB, “the advertising ex-| 


penditures of these TV advertis- 
ers in other media also increased 
—and increased at a rate faster 
than did the media expenditures of 
non-TV advertisers.” 


@ The details (all are compari- 
sons between the last six months 
of 1950 and 1949): 

Magazine advertising of TV ad- 
vertisers increased $7,700,000 or 
11.8%; magazine investments of 
non-TV advertisers increased at a 
lower rate—10.3%; network ra- 
dio advertising of TV advertisers 
increased $400,000—or 0.6%; net- 
work radio advertising of non-TV 
advertisers went down $700.000— 
or 3.3%; Sunday magazine section 


advertising of TV advertisers in- 
creased $2,800,000—or 20.1%; Sun- 
day magazine section advertising 
of non-TV advertisers went down 
9.1%. 

Of the 126 advertisers who used 
network TV in the last six months 
of 1940, 108 also used magazines 
(as against 106 in 1949); 62 also 
used network radio (as against 67 
in 1949); 69 also used Sunday sec- 
tions (as against 62 the previous 
year). 


Vacuum Cleaner Sales Down 


March, 1951, factory sales of 
290,242 household vacuum clean- 
ers were 19.6% less than the total 
for March, 1950. Sales for the first 
quarter of 1951 totaled 859,724—a 
1.6% drop from those of the same 
period of 1950. 


Becomes Greenbrier's A. M. | 


Walter S. Jackson, advertising | 
manager of the Chesapeake & Ohio 
Railway, also will be advertising | 
manager of the Greenbrier Hotel, | 
White Sulphur Springs, W. Va. 
The hotel is owned by the rail-| 
road. 


At the nation’s newsstands, 
more women buy True CoNnFESSIONS 
than any other woman’s magazine except 


Ladies’ Home Journal. (See below* ). 


Furthermore only about 10% of True ConFessions’ 


2 million readers ever see Ladies’ Home Journal, (Starch) . 


So, if you’re advertising exclusively to women who 


read service magazines, you're missing one of your youngest, 


biggest markets — the women who, each month, buy 


almost 9,000,000 copies of magazines like True ConFeEssions. 


Yes. You need both kinds of magazines to sell the whole 


market, leaders in the romance field like True ConFEssions, 


as well as leaders in the service field, like 


the Ladies’ Home Journal. 


K 1. Ladies’ Home Journal 2,021,361 
2. TRUE CONFESSIONS 1,575,630 
3. Woman’s Home Companion 1,411,907 
4. McCall’s 1,407,611 
5. True Story 1,193,103 


ABC Newsstand Sales, July—December 1950 


j 


| 
| 


y 


Facts you ought to know about 
True ConFEssIONs’ readers. 


1) They are younger — with the 
lowest median age of any magazine 
studied by Starch. 
2) They have more children — the 
second highest percent of families with 
children. 


Advertising Age, April 30, 1951 


| House Unit Says 


It Knows Postal 
Hike Is Needed 


(Continued from Page 1) 

The subcommittee, which in- 
cluded Sen. Frank Carlson (R., 
Kan.), original sponsor of the plan 
for the joint committee, reported 
“an erroneous impression” that 
sponsors of this resolution believe 
that rate increases are to await 
the conclusion of the joint commit- 
tee’s work. 


®@ To avoid such an impression, the 
subcommittee suggested that the 
plan for a joint committee remain 
pigeonholed until the rate bill is 
ready for Senate debate. 

Meanwhile, Senate rate hear- 
ings were broadened to include 
parcel post and catalogs. Both had 
been omitted from the administra- 
tion’s $165,000,000 rate bill on the 
grounds that they are covered by 
a special petition before the Inter- 
state Commerce Co1.:mission. 

In introducing special legisla- 
tion calling for a $58,000,000 hike 
in parcel post and catalogs, Sen. 
Olin C. Johnston (D., S. C.), Sen- 
ate committee chairman, issued a 
blast Monday lamenting the use of 
a rate making procedure which 
circumvents the postal committees 
of Congress. 

Noting that the Post Office filed 
its petition with ICC on the in- 
sistence of the House appropriation 
committee, Sen. Johnston con- 
tended the advice was unsound 
and improper. 


ws Sen. Johnston’s plan for a $58,- 
000,000 parcel post and catalog in- 
crease is only about half the 
amount the Post Office asked in its 
ICC petition. Moreover, it in- 
creases rates for short-haul, rather 
than long-haul, as provided in the 
plan before the ICC. 

In introducing his bill, Sen. 
Johnston said “many experts” 
question the soundness of the Post 
Office Department’s method of 
estimating deficits. He said he con- 
sidered $58,000,000 sufficient to 
cover actual parcel post and cata- 
log deficits. 

While the Senate committee con- 
tinued to hear mail users oppose 
the administration’s plan for an 
immediate 50% increase in the 
rates on publications, and a 1¢ in- 
crease on post cards and direct 
mail matter, the House postal com- 
mittee had its first closed-door 
meeting to write a final bill. 

The House committee is expec- 
ted to hold several meetings during 
the coming week, in an effort to 
report a bill during May. 


Chesterfield Has Hope 
for Radio and Video 


Liggett & Myers Tobacco Co., 
New York, has acquired an option 
on the television services of Bob 
Hope for the 1951-52 season. Ches- 
terfield also has renewed the co- 
median’s radio show (NBC) for 
another year. Cunningham & 
Walsh, New York, is the agency. 

Mr. Hope, who this year has 
been seen sporadically on televi- 
sion under the sponsorship of 
Frigidaire division, General Mo- 
tors Corp. (NBC-TV), has an ex- 
clusive radio-television contract 
with NBC. 


Schoettle Boosts Donnelly 


Robert B. Donnelly has been 
elected vice-president in charge of 
sales and a director of Edwin J. 
Schoettle Co., Philadelphia paper 
box and display container manu- 
facturer. Before joining Schoettle 
three years ago, as general sales 
manager, he was vice-president of 
McCann-Erickson. Ralph T. Kent, 
sales manager of the folding box 
division, has been named sales 
manager and also elected to the 
board of directors. 
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FOUR A’S KOFFEE KLATSCH—W. M. Hutchison of Keeling & Co., Cincinnati, had 
the ear of three fellow agency men at the White Sulphur Springs convention. Left 
to right: Mr. Hutchison; E. E. Sylvestre, Knox Reeves Advertising, Minneapolis; Charles 


| 


B. Brewer & Co., Kansas City, Mo. 


L. Rumrill, Charles L. Rumrill & Co., Rochester, N. Y., and Bruce B. Brewer, Bruce | 
| 


Net Affiliates 
Find They Can't 
Stop Rate Cuts 


justments will be rapidly forth- 
coming.” 


@ After these discussions, the 
committee, which is headed by 
Paul Morency of WTIC, Hartford, 
concluded (with something of a 
flourish): “Any network reduc- 
tion in rates should be recognized 
only as one network’s opinion of 


the appropriate price of a network | 


package and should not be re- 
garded in any respect as an in- 
dication of the over-all value of 
radio and particularly should it 
not be regarded as any indication 
at all of the market-by-market 
value of radio, and that affiliated 
stations should make their own 
evaluations of the value of their 
local service quite independent of 
network action and that stations 
should have no hesitancy...in in- 
creasing rates wherever.. .war- 
ranted. .. 

“The present situation is initially 
a network problem and is centered 
in New York. The committee has 
found nothing in the situation 
which indicates that the move 
taken by CBS and quite apparently 
contemplated by the other three 
networks will prevent a further 
depreciation of radio values. 


es “The committee feels a study 
should be made of the contractual 
relations between networks and 
their affiliate stations to determine 
in what respect, if any, those re- 
lationships no longer realistically 


conform to present day condi-| 


tions... 
“[The committee feels] 
there are facets of research which 


have not been sufficiently explored | 


and in these areas there may be 
material which can yield positive 
and valuable results for radio. The 
mass of radio research presently 
available should be integrated and 
applied to the advancement of the 
radio industry rather than be ap- 
plied to obtaining competitive ad- 
vantage against others in the same 
industry. .. 

“There should be an organiza- 
tion representing the viewpoint of 


the affiliates which can affirma-| 


tively and aggressively pursue the 
policies which will inure to their 
general betterment.” 


@ The letter ended with a form 
on which the affiliate was asked to 
check whether the committee 
should be continued and to con- 
tribute toward that end or whether 
it should be disbanded. Summing 
up its plans the committee wrote: 

“We have these alternatives. The 
first, which the committee itself 
rejects, is to disband—having done 
what was humanly possible to do 
at a time when it was too late to 
be effective. The other: To form 
an organization of our own to re- 


that | 


| been choice radio nighttime and 


establish the efficiency of radio as 
an advertising medium...The 
choice is yours. . . 

“The committee will examine the 
response on or about May 15 and 
if, in its opinion, the endorsers of 
the plan represent substantial and 
adequate support for the comple- 
tion of this undertaking, it will 


| proceed in accordance with your 


instructions.” 

Otherwise, it was indicated, all | 
checks will be returned and the! 
group will disband. 


e As for the actual business of 
when the other major networks | 
will get around to announcements | 
of rate reductions, neither ABC, | 
MBS nor NBC would say. 

Some time buyers expect NBC 
to meet CBS’ concession—not nec- 
essarily on the same general basis 
—by July 1. Others say the net-| 
works are not giving them any 
hints as to the timing of antici- 
pated cuts. 

No NBC statement will be made 
until there is a meeting of the sta- 
tions’ planning and advisory com- 
mittee; at week’s end none ap- 
parently had been called. After 
NBC's announcement, ABC and 
MBS announcements are expected 
to follow in that order. 

NBC is believed to have several 
plans for adjustment under con- 
sideration. Unofficial sources in- 
dicate they include the following: 


@ An across-the-board decrease, 
covering non-TV as well as TV 


markets, in the CBS pattern; re- | 


ductions only in television mar- 
kets with cuts depending on TV's 
strength in the area in the pat- 
tern set down by the Assn. of Na- 
tional Advertisers studies (this | 
was the nature of the plan pro- 
posed by NBC in December and 
stymied by opposition from affili- 
ates); a combination of the two; a 
combination of slight time cost re- 
ductions and major program con- 
cessions. 

One of the most extreme pro-| 
posals advanced in the rumor cir- | 
cles would have the network giv-| 
ing up some of what has hitherto | 


dumping the job of selling it into 
the laps of local stations which 
maintain they are having no 
trouble selling radio and don't see | 
why the networks can’t. 


Seven Name Knight Agency 

Vick Knight Inc., Los Angeles, 
has been appointed to handle the 
advertising of C. P. Sale Co., dis- 
tributor of Crete-Prep; Bluebird 
Products, metal polish; Gabriel 
Victor, French provincial furni- 
ture; Glo-Dile Co., luminous tele- 
phone dial; Scientific Nutrition 
Corp., vitamins; Modern Music, 
song exploitation, and the western 
division of Standard Factors, fi- 
nancial. 


Jatte Agency Names Two 
James Saks, formerly an ac- 
count executive of WDGY, Min- 
neapolis, has been appointed radio 
director and account executive of 
Jaffe Advertising Agency, Min- 
neapolis. Mary Phillips has been 
named copy chief of Jaffe. 


“However, there is an over-empha- 


Last Minute News Flashes 


Paul S. Ellison Joins Treasury Department 

WasuincTon, April 27—Paul S. Ellison, former director of public re- 
lations for Sylvania Electric Products Inc., has joined the U.S. savings 
bonds division of the Treasury Department as consultant to the adver- 
tising division, which is under the direction of Elihu E. Harris. Mr. 
Ellison is a past chairman of Assn. of National Advertisers. 


Venus Pencil Account Goes to Doyle Dane 

New York, April 27—The American Lead Pencil Co., Hoboken, N. J., 
maker of Venus and Velvet pencils, has switched its account from Cun- 
ningham & Walsh to Doyle Dane Bernbach Inc. Media commitments 
will continue to be handled by C&W until June 30. 


William Smith Leaves Simtex for BofA Post 


New York, April 27—William W. Smith, formerly promotion and 
merchandising manager for Simtex Mills, has joined the retail division 
of the Bureau of Advertising, ANPA, in an executive capacity. Mr. 
Smith, prior to joining Simtex, was promotion manager of Look. 


Burnett Appoints Two V. P.s: Other Late News 


e William Tyler and Andy Armstrong have been named vice-presi- 
dents of Leo Burnett Co., Chicago. Mr. Tyler is a copy analyst, com- 
mentator and writer, and was copy chief at Dancer-Fitzgerald-Sample, 
Chicago, before joining the Burnett agency. Mr. Armstrong, for eight 
years prior to joining Burnett, was a designer and art director at 
D-F-S. | 


e Glenn Gundell, director of advertising and sales promotion of Na- | 
tional Dairy Products Corp., New York, has been elected an assistant 
vice-president and a member of the corporation's operating committee. 
Before joining National Dairy in 1949 he had been advertising and pro- 


| motion manager of The Saturday Evening Post. 


e@ Thomas F. O'Neil, vice-president and director of Don Lee-Yankee 
networks, has been named chairman of the board of Mutual Broadcast- 
ing System, New York, succeeding Theodore C. Streibert, president of 
WOR, New York, who remains as an MBS director. E. M. Antrim, sec- 
retary of WGN, Chicago, and business manager of the Chicago Tribune, 
was appointed vice-chairman. James E. Wallen, Mutual treasurer and 
controller, was named secretary and treasurer of the board. Other 
board members and officers of the company were reelected. 


@ R.R. Kopfmann of Simmons-Boardman Publishing Corp. was elected 
president of the New York Dotted Line Club of the Associated Busi- | 
ness Publications April 27. Other new officers include: Arthur Hib- 
bard, Geyer Publications, Ist vice-president; Jack Gafford, Advertis- 


| ing Publications, 2nd vice-president, and Richard Y. Fuller, Maclean- 


Hunter Publishing Corp., 3rd vice-president. 


e Young & Rubicam, New York, has elected two new vice-presidents 
and made four appointments. Robert P. Mountain has been elected a 
vice-president and appointed a contact supervisor. George H. Gribbin 
has been elected a vice-president and named assistant manager of the 
copy department. Ken R. Dyke, vice-president in charge of public re- 
lations and publicity, has also been named assistant to the president 
Harry Harding, vice-president, has been named a member of the ex- 
ecutive committee and placed in charge of the contact department. 


e Effective April 29, Carter Products Inc. will participate in the 
sponsorship of the Drew Pearson radio show heard on ABC Sundays 
at 6-6:15 p.m., EDT. Ted Bates Inc. is \he agency. 


Canadian Dailies 
Urge Government 
to Use More Ads 


Toronto, April 24—A resolution 
complaining that too much money 
is spent by the government on pub- 
licity releases rather than on in- 
formative paid advertising was 
adopted here by the Canadian 
Daily Newspapers Assn. 

“The Canadian daily newspaper 
publishers feel that present gov- 
ernment appropriations set up for 
advertising and publicity are not 
inadequate,” the resolution said. 


eral manager; and W. J. J. Butler 
of the Globe & Mail, Toronto, 
treasurer. F. J. Burd of Vancouver 
was named honorary president. 
Reelected president of the Canadi- 
an Press, cooperative news serv- 
ice, was Herve Major, news editor 
of Montreal La Presse. 


Air Force Recalls Gordon 
William A. Gordon, advertising 
manager for the import division of 
Schieffelin & Co., New York, has 
been recalled to active duty with 
the Air Force. He is on leave of 
absence from the company for the 
duration of his recall and will not 
be replaced. Haven T. Waters, 
transferred from the sales depart- 
ment, will do sales promotion work 
sis placed on releases of so-called on Hennessy cognac brandy, 
news stories by government de- Teachers, Don Q Rum, Moet & 
partments. These stories most fre-| Chandon champagne, Chartreuse 
quently do not set forth the facts 7 are — e+ ~~ 
: : : mba ‘o., recently nam as 
i the aieaiie ee ae a advertising agency, will handle all 
: “ Z outdoor and publication advertis- 
tised statements. ing. 
| 


@ It was the unanimous decision | 
of the group that the volume ot | Norge Gets Satety Award 
The Norge division of Borg- 


government ‘‘so-called news| c Ch : 
stories being sent to newspapers is! ang award in the sixth annual 
Tee rere ian neme re |pome safe competition sponsor 
‘2 ‘i wis onger, New Yor 
leases have little or no news| housswenes aan Given at the| 
value.” | home safety awards dinner at the 
Renewal franchises were granted | Waldorf-Astoria, the award was 
to 52 Canadian advertising agen- for Norge’s new pilot-less stove 
cies at the three-day meeting, which has a glow coil similar to 
which ended April 21. an automobile cigaret lighter in- 
. : stead of the conventional pilot 
E. C. Whitehead, publisher of | jight Nine other products intended 
the Daily Sun, Brandon, Man.,| to make the home safer were hon- 
was elected president of the asso-' ored at tne dinner. 
ciation; Allan Holmes of the Eve- } 
ning Reporter, Galt, Ont., 
named Ist vice-president; W. A. 
MacDonald of the Journal, Ed- 
monton, Alta., 2nd vice-president; 
I. H. Macdonald of Toronto, gen- 


was Joins Bachman-Utter 

R. D. Robinson has been named 
art director of Bachman-Utter Let- 
ter Service, Minneapolis, direct 
mail advertising concern. 
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MacArthur's Chicago 
Debut Sponsored on 
Four TV Stations 


Cuicaco, April 27—-As Chicago 
merchants uneasily. barricaded 
their plate glass fronts and school 
kids prepared delightedly for an 
unexpected holiday, network TV 
salesmen here calmly went out 
and selected sponsors for this 
week's big show-—the Chicago ver- 
sion of Gen. MacArthur's home- 
coming yesterday. 

All four network television sta- 
tions combined forces to give the 
general's arrival full coverage. His 
speech in Soldiers Field last night 
was televised by WGN-TV (Du- 
Mont) and fed to WNBQ (NBC) 
and WBKB (CBS). WENR-TYV, the 
ABC outlet, did not carry the eve- 
ning portion. 

At 5:30 p.m. Tuesday, a CBS 
salesman called up Burnet-Kuhn 
Advertising Co. here to see if any 
of its clients were interested in 
sponsoring the MacArthur show. 
Shortly thereafter, the agency had 
the Sampson Co., Chicago dealer 
for Norge refrigerators, signed up 
for the first half of the telecast. 


@ The only remaining problem as 
far as the agency was concerned 
was scratching up suitable com- 
mercial films in time for the tele- 
cast. This was accomplished in an 
all-night session resulting in eight 
separate pictures. 

Meanwhile, CBS signed u 
United Airlines through N. 
Ayer & Son to sponsor the eveni 
session on WBKB 

Cribben & Sexton Co., Chica 
dealer for Universal gas rang 
also signed up to sponsor the Ma 
Arthur show at the last minu 
Christiansen Advertising Agenc 
which handles the account, a 
ranged the business Tuesday nig 
and then alerted all Universtl 
dealers in the area to display pos’ 
ers publicizing the Cribben & Se 
ton sponsorship, tying in with t 
company’s celebration of its 80 
anniversary. 


@ WGN-TV and radio stati 
WGN (Mutual) 
Arthur package 
Motor Club for both radio and 
coverage. WGN was the only st 
tion to give radio coverage a 
though WENR tape-recorded t 
evening festivities for rebroadcz 
later that night. 

Florsheim Shoe Co., 
Gordon Best Co., 
show on WNBQ. 

Although the network stations 
were putting out feelers for pros- 
pective sponsors as soon as Gen 
MacArthur accepted Mayor Martin 
Kennelly’s invitation to visit Chi- 
cago, the confusion surrounding 
his arrival and plans for the cele- 
bration made the last-minute 
transactions necessary. 

All of the MacArthur events in 
Chicago were telecast and spon- 
sored on a local basis. One adver- 
tiser told AA that his company was 
all set to sponsor the show on a 
national hookup before realizing 
that the show was a “dead duck” 
as far as the other major cities 
were concerned. 


throu 
sponsored the 


Publishes Slidefilm Guide 
Operadio Mfg. Co., St. Charles, 
Ill., has issued the fifth edition of 
“Sound Slidefilm Guide,” a list- 
ing of more than 1,000 available 
sound slidefilms. Included is a list 
of more than 150 sources from 
whom the films may be obtained; 
descriptive commentary on each 
film; whether the film is available 
for sale, rental, or free loan, and 
gives prices or rental costs. The 
guide is available at $1 a copy. 


‘UTO News’ Names Gates 


The UTO News, Akron, official 
publication of the United Truck 
Owners of America Inc., has 
named the Gates Magazine Group, 
Cleveland, as national advertising 
representative. 
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Narragansett to Ask 


for Blood Donations 
on Game Broadcasts 


Provipence, April 25—To sup- 
port the blood donor campaign, 
Narragansett Brewing Co. will de- 
vote part of the time on its radio 
and TV broadcasts of baseball 
games to appeals for blood for 
military and civilian needs. This 


drive will be continued during the 
coming six months of the big 
league baseball season. 


A sponsor of major league base- 
ball since 1947, Narragansett is 
airing home and away games of 
the Boston Red Sox over 15 radio 
stations in Maine, New Hamp- 
shire and Vermont, while co-spon- 
soring the series with Atlantic Re- 
fining Co. over a 
AM ss stations in Massachusetts, 
Connecticut and Rhode Island. 


addition, Narragansett holds 
rights for three-quarters of 
the Red Sox home game telecasts 
to be carried by WBZ-TV and 
WNAC-TV, Boston, on an alter- 
nating basis. WJAR-TV, Provi- 
dence, will televise 59 Red Sox 
videocasts under the sponsorship 
of Narragansett and 19 under the 
sponsorship of Atlantic, which al- 
so co-sponsors the telecasts on the 
Boston stations. 


e In 
the 


Agency for Narragansett is 
Standish Inc. N. W. Ayer & Son 
services the Atlantic account. 


Federal Names Leonard 

Frank M. Leonard, formerly a 
member of the Benton & Bowles 
public relations staff, has been 
named director of public relations 
of the Federal Advertising Agency, 
New York 


hookup of 13} 


$1,000 PRIZE WINNER—First prize in the annual McCandlish 
Awards for 24-sheet poster design went to J. C. Damron, New 
for this Kellogg Corn Flakes ad. These judges in the 
McCandlish Lithograph Corp. competition are (I. 


York, 


artist; Mark Seelen, 


to r.): Leslie 


Whitney, executive v. p. of Foote, Cone & Belding, and George | 
Oliva, director of art, National Biscuit Co. 


Beaton, art director, Cunningham & Walsh; Lawrence Wilbur, P. 


v.p. of Outdoor Advertising Inc.; Elwood | 


| 


Crowell-Collier Names 3 V.P.s 

Crowell-Collier Publishing Co., 
New York, has named three execu- 
tives as vice-presidents. They are: 
Robert T. Messler, director of cir- 
culation and a member of the 
board; E. P. Seymour, director of 
advertising sales and a member of 
the board; and A. A. Schechter, in 
charge of public relations. 


Gair Promotes May 

William T. May Jr., sales man- 
ager in charge of all container op- 
erations of Robert Gair Co., New 
York, manufacturer of shipping 
containers, has been elected a vice- 
president of the company. He 
started with the company in 1921 
as a salesman. 


a 


Worcester families will have bigger 
and better vacations in ‘51, with more 
money to pay for vacation needs, 


thanks 
seven 


$888,842. 
worceste 


we " 
2. intensive 


mewspaper 
coverage 


to another 
Vacation Club Account distribution by 
local banks. 
banks will mail out checks totaling 


. high buying 
power 


record-breaking 


This year these 


Share in this vacation spending 
money through consistent advertising 
in the Worcester Telegram-Gazette, 
the newspapers that blanket the 
area. Daily circulation in excess of 
150,000. Sunday over 100,000. 


TELEGRAM -GAZETTE 


WORCESTER, MASSACHUSETTS 
GEORGE F BooTn Pubsher- 


MOLONEY, REGAN & SCHMITT, INC., NATIONAL REPRESENTATIVES 


OWNERS OF RADIO STATION WTAG and WTAG-FM 


Plastic Stereotype Molders Cutting Costs 
for More Than 500 Papers, ANPA Told 


New York, April 25—Newspa- 
pers have reported saving from 
$1,200 to $300,000 by using the new 
plastic stereotype molding blanket, 
the American Newspaper Publish- 
ers Assn. convention was told to- 
day. 

The blanket, being used by up- 
wards of 500 daily papers, can 
either increase printing quality or 


ANPA Meeting 


increase shrinkage and thereby 
permit reduction in the width of 
newsprint rolls. The reduction can 
be achieved with no loss in print- 
ing quality; in some cases the qual- 
ity is improved. 

Work on the introduction of this 
“controversial” device was de- 
scribed by C. M. Flint, ANPA re- 
search director, as “the most sig- 
nificant contribution” made in co- 
operative research. 

“A newspaper which uses 30,- 
000 tons of newsprint a year can 
save approximately 15% or, in a 
specific case, 460 tons of news- 
print” with the molding blanket, 
he said. “Since that newspaper has 
contracted for 30,000 tons of news- 
print and since each roll of news- 
print weighs approximately 1,600 
Ibs., this newspaper will receive 
574 more rolls of newsprint under 
its contract than it would have 
received otherwise.” 


e A report submitted by the me- 
chanical research committee, 
signed by chairman William Baum- 
rucker Jr., production manager of 
the Washington Times-Herald, 
listed several other developments 
of cooperative research: 

1. The Sheridan automatic stuf- 
fing machine—it has been per- 
fected and 24 units are now in 


service or on order. 4 


2. The unit stuffing machine de- 
veloped by the DeFlorez Co. for 
the Dexter Folder Co.—now on test 
at a large metropolitan newspaper. 

3. A high speed Linotype known 
as the 12-line-per-minute Comet 
was announced this past year. 

4. Advocacy of wider use of 
teletypesetter machines and wire 
service circuits for teletypesetters 

now paying off in plans for pro- 
vision of such services in various 
localities. 

5. Cutler Hammer Co., working 
with the research committee, has 
gone ahead with a machine which 
counts automatically and stacks 
bundles of papers at the end of 
newspaper conveyors. The first of 
these machines is being installed 
at a large newspaper plant. 

6. Development of a new type of 
wire-tying machine by the Wire- 
tyer Corp. 


@ The mechanical research com- 


mittee also announced construction 
of a new $110,000 laboratory build- 
ing at Easton, Pa., which is to be 
ready for May occupancy. In addi- 
tion to equipment purchased for 
the labs, about $100,000 worth of 
printing and lab machinery has 
been given or loaned by newspa- 
pers or cooperating industries. 

The committee reported work in 
progress on an automatic router, 
mat packing elimination, print- 
ability, direct plate printing, me- 
chanical production aids, a new 
type of web tension device for 
presses, and a fluid molding tech- 
nique 


Anderson & Cairns 
Merger Completed 

Merger of Anderson & Cairns, 
New York agency formed by a 
consolidation of Anderson, Davis 
& Platte and John A. Cairns & Co. 
(AA, Dec. 11, 1950) has now been 
completed with both organizations 
occupying the 19th floor at 488 
Madison Ave 


Appoints Getschal & Richard 
Sealy Mattress of New York 
has appointed Getschal & Rich- 
ard, New York, as its agency. 
Newspapers, radio and television 
will be used to promote the com- 


|eamp told AA, 
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Training Inc. Will 
Develop Industry 
Education Programs 


Cuicaco, April 26—A_ service 
corporation designed to aid both 
government and industry in han- 
dling training and education pro- 
grams has been formed here. 

Known as Training Inc., the new 

corporation combines the person- 
nel and facilities of six non-com- 
petitive Chicago companies. They 
are: Kottcamp & Young, training 
and education consultant; Bruce 
Henry Studios, writer; Schreiner- 
Bennett Inc., commercial artist; 
Bowman Films Inc., photographer 
and slide film producer; Chicago 
Film Laboratory Inc., motion pic- 
iure producer; and Magill-Wein- 
sheimer Co., typographer, printer 
and binder. 
Training Inc., according to John 
Kottcamp, executive vice-presi- 
j}dent of the organization, was 
formed to provide a completely 
integrated service for any organi- 
zation that plans to set up a train- 
ing or educational program. 


@ Its principal function, Mr. Kott- 
will be to train 
those people in an organization 
who will be responsible for train- 
ing all other personnel. By joining 
together, he said, the six companies 
can provide a complete training 
service, including preparation of 
such material as manuals, charts, 
motion pictures, pamphlets, mock- 
up displays, course outlines, etc. 

“The training of manpower by 
government agencies and industri- 
al organizations can be done most 
effectively, in the majority of 
cases, by the staff and line men of 
the individual agency or company,” 
Mr. Kottcamp explained. 


Cincinnati Agencies Merge 

Rollman & Cary and Ritt Ad- 
vertising Agency, Cincinnati agen- 
cies, have merged to form Roll- 
man, Cary & Rittenhouse, to be 
located in the Traction Bldg. The 
concern will handle newspaper, ra- 
dic, television and outdoor adver- 
tising. The new agency also has 
announced the appointment of G. 
G. Totten as media and copy di- 
rector. 


Giebel Opens Branch Studio 

Al Giebel Studios, Cincinnati 
commercial artist, has opened a 
Louisville studio in the Fincastile 
Bldg. Donald Fraysure, a member 


pany’s line of mattresses, box of the staff, has been named local 
springs and lounges. manager. 
207 N. MICHIGAN AVE., CHICAGO 1 FRANKLIN 2.5854 
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Former Ad Amvets 
Plan Chicago Club 


Cuicaco, April 25—If the Adver- 
tising Club of Chicago is formed 
here shortly, it can be credited in 
part to the current Truman vs. 
MacArthur controversy. 

Renewed interest in the organi- 
zation of an adclub for this city’s 
younger admen has resulted from 
action taken by the five officers of 
Chicago's Advertising Amvets Post 
No. 59, who resigned Monday over 
the Truman-MacArthur incident. 
The resignation was announced in 
a telegram to Harold Russell, na- 
tional commander of the Amvets, 
which stated in part: 

“Since your letter to President 
Truman, publicly stating an opin- 
ion in the name of all Amvets re- 
garding his removal of Gen. Mac- 
Arthur was made without solicit- 
ing the opinion of this post elimi- 
nates the important reasen for our 
retention of membership, the of- 
ficers of Advertising Amvets Post 
No. 59, Chicago, herewith give you 
ficial notice of resignation.” 
The Amvet chapter’s officers 
told AA they are not officially “on 
“either side of the Truman-Mac- 

Arthur controversy.” 


@ Resigning officers of the post 
are: Commander, W. S. Kirkland, 
head of W. S. Kirkland Advertis- 
ing; vice-commander, Joseph 
Biety, ad manager, American 

Bakers Assn.; finance officer, John 
Mandable, of Henri, Hurst & Mac- 


membership policy founded on a National Nielsen- 


percentage basis between agency, 
advertiser, media sales and service 
and supply divisions of the adver- 
tising industry. 

Commenting on the proposed 
club, Mr. Kirkland said: “It has 
always been difficult to get new 
members into an advertising Am- 
vets group because a majority of 
advertising people don't like the 
possible assumption that they are 
exploiting their veteran status. On 
the other hand, Chicago has always 
needed an advertising club with 
more significance than that of a 
luncheon speakers club and we 
have many applicants waiting for 
the new group to form.” 

The first meeting, to set up com- 
mittees for the club, has been 
scheduled for May 7, at Mike 
Fish’s Restaurant, 12:15 p.m. 


Audit Bureau Adds 13 
The Audit Bureau of Circula- 


tions has announced the following | 


new members: 
Fleet Owner, New York, and Ve- 
neers & Plywood, Indianapolis; 
weekly newspapers—Journal, An- 
amosa, la.; Courier-Standard, Can- 
ajoharie- Fort Plain, N. Y.; St. 
| Lawrence Plain Dealer, Canton, | 
|N. Y.; Citizen and News, Dalton, 
Ga.; Pie ree County Herald, Ells-| 
worth, Wis.; Courier-Herald,| 
Enumclaw, Wash.; Watchman, La- 
chute, Que., and Town & Village, 
| New York; daily newspapers— 


Business papers— | 


| 
| 


Daily Tribune, South Haven, Mich., | 


and Southwest Citizen, Lake 


| Charles, La.; advertising agency— | 


Robert Stevens Advertising, Albu- 
| querque, N. M 


| McCambridge Names Kaufman 


Donald; service officer, John} 
Wrath, radio and TV representa- | 
tive, and adjutant, John Rice, | 


Popular Science Monthly. 

Along with the post's officers, a 
majority of members has voted to 
disaffiliate in favor of forming a 
new group to be called the Adver- 
tising Club of Chicago. Plans for 
the new organization include a 


McCambridge & McCambridge, 
Baltimore drug manufacturer, has 
appointed Henry J. Kaufman & As- 
sociates, Washington, to handle the 
advertising for its new bulk laxa- 
tive, Bulk-Tabs, and other prod- 
ucts marketed under the Ever- 
fresh brand. 


MAN 


ACTURING 


C 0. 


Ratings of Top Radio Shows 


Week of March 18-24, 1951 
All figures copyright by A. C. Nielsen Co. 


CURRENT HOMES CURRENT 
Rank PROGRAMS (000) RATING 
EVENING, ONCE-A-WEEK (AVERAGE FOR ALL PROGRAMS) (3,227) (7.7) 
1 Lux Radio Theater (CBS) 8,003 19.1 
2 Charlie McCarthy Show (CBS. Coca-Cola) 6.579 15.7 
3 Godfrey's Talent Scouts (CBS, Lever-Lipton) 6411 15.3 
4 Jack Benny Show (CBS, Lucky Strike) 6.369 15 
5 Amos ‘n° Andy (CBS. Rexall) 6.118 46 
6 Walter Winchell (ABC, Richard Hudrut) 5.992 43 
7 My Friend Irma (CBS, Lever Bros.) 5,741 13.7 
8 Red Skelton (CBS, P&G) 5.657 13.5 
9 Mr. District Attorney (NBC. Bristol-Myers) 4.986 19 
10 Hollywood Star Playhouse (CBS. Bromo-Seltzer) 4.777 14 
EVENING, MULTI-WEEKLY (AVERAGE FOR ALL PROGRAMS) (2,137) (5.1) 
1 Beulah (CBS, P&G 4.442 10.6 
2 Lone Ranger (ABC. Genet ad 3,771 9.0 
3 Jack Smith Show (CBS, 3,436 82 
WEEKDAY (AVERAGE FOR ALL PROGRAMS) (2,388) (5.7) 
1 Our Gal, Sunday (CBS, Whitehall) 4,232 10.1 
2 Romance of Helen Trent (CBS, Whitehall) 4.148 99 
3 Ma Perkins (CBS, P&G) 3,939 94 
a Arthur Godfrey (CBS, Liggett & Myers) 3,897 9.3 
5 Big Sister (CBS, P&G) 3,813 9.1 
6 Wendy Warren (CBS, General Foods) 3,813 91 
7 Guiding Light (CBS, P&G) 3,604 Bo 
8 jy! (CBS, P&G) 3,562 85 
9 Pepper Young's Family (NBC, P&G) 3,520 84 
10 Arthur Godfrey (CBS, Nabisco) 3,436 62 
DAY, SUNDAY (AVERAGE FOR ALL PROGRAMS) (1,299) (3.1) 
1 True Detective estate (MBS, Williamson) 3,562 8&5 
2 The Shadow (MBS, Army & Air Force) 3,436 82 
Martin Kane, Private Eye (MBS, U.S. Tobacco) 2,724 65 
DAY, SATURDAY (AVERAGE FOR ALL PROGRAMS) (1,886) (4.5) | 
1 Grand Central Station (CBS, Pillsbury) 3,687 88 
2 Armstrong Theater (CBS) 3,562 65 
3 Stars Over Hollywood (CBS, Armour) 3,352 6.0) 
. 
Hooper TV Ratings | 
Twelve Cities in New York and Ohio 
April 1-14, 1951 
Texaco Star Theater—Jackie Gleason, Hank Comedy Hour—Eddie Cantor (Colgate, NBC) 36.0 
Ladd subbing for Berle (NBC) 54.3 Your Show of Shows ( ral sponsors, 
Godfrey's Talent Scouts (Lipton, CBS) 511 NBC) 35.0 | 
Comedy Hour—Bob Hope (Frigidaire, NBC) 49.7 Man Against Crime (Camel, CBS) 35.0} 
Fireside Theater (P&G, NBC) 44.1 Cactus Jim (Co-op, NBC) jd 7| 
Jack Benny (Lucky Strike, CBS) 42.8 Martin Kane (U. S. Tobacco, NBC) 34.6 
Philco Playhouse (NBC) 39.9 Mama (Maxwell House, CBS) 33.6 
Godfrey & Friends (Chesterfield, Ton Pabst Bouts (CBS) 33.2) 
Pillsbury. CBS) 36.1 Lights Out (Admiral, NBC) 32.6 


National Nielsen-Ratings of Top TV Shows 
Two Weeks Ended March 24, 1951 
All figures copyright by A. C. Nielsen Co. 


Total Homes Reached 


Homes 
Rank Program (000) 
1 Texaco Star Thecter (NBC) 7.533 
2 Colgate Comedy Hour (NBC: 335 
3 Fireside Theater was, = 4,873 
a — TV Playhouse (N 4.664 
5 Your Bet Your Life (Desete: Plymouth 
NBC) 4,639 
6 Martin Kane (U. S. Tobacco, NBC) . 4,304 
7 Your Show of Shows (Crosley, NBC) . 4,285 
8 Gillette Cavalcade (NBC) 4,247 
9 Mama (General Foods, CBS) 4.2% 
10 of Shows (Swift, NBC 4,079 


Program Popularity® 


*Per cent of TV homes reached in those cities where the program was telecast 


Trendex Network TV Ratings 
April 1-7, 1951 


aco Star Theater (Jackie Gleason sub- 


wo to NBC) 53.0 
Godfrey's Talent Scouts Cen ces) 478 
Fireside Theater (P&G, 441 
dack Benny (Lucky Suite, Ces) 414 

al sponsors, NBC) 37.5 


Homes 

Rank Program (%) 

1 Texaco Star Theater (NBC) 64.6 

2 Fireside Theater (P&G. NBC) 50.9 
3 Colgate Comedy Hour (NBC) 48.7 

4 Philco Playhouse (NBC) 48.3 
5 Arthur Godfrey's Scouts (Lever Bros.. Pr 

) 

6 Gillette Cavalcade (NBC) 46.5) 
7 Hopalong Cassidy (General Foods, NBC) 44.7 

8 Lone Ranger (General Mills, ABC) 439 
9 Mama (General Foods. CBS) 43.3 

10 Your Show of Shows (Swift. NBC) 422 

Philco Playhouse (NBC) %.5 

Martin Kane (U. S. Tobacco, NBC) 47 

Godfrey & a (Chesterfield, Toni, Pilts- 

bury ; 33.7 

Cavalcade of teats (Gillette wee) 33.3 
Man Against Crime (Camels, 33.3 


Air Freight Line Takes to Advertising 


New York, April 24—Emery Air 
Freight Corp. is launching its first 
national advertising campaign to 
publicize its network of 24 branch 
offices and more than 200 specially 
trained agents. 

The first full-page ad appears 
in the current issue of Time. Other 
magazines to carry full pages will 
be Business Week (April 28) and 
Fortune in June. Following initial 
insertion, two-thirds pages will be 
used twice monthly in the week- 
lies for the remainder of the year 

Other publications on the sched- 
ule include Air Transportation, 
Purchasing, Traffic World, U. S. 
News & World Report and Wall 
Street Journal, which will carry 
fractional pages on a varied sched- 
ule. 

The campaign, according to John 
C. Emery, president of the air 
freight forwarding organization, 
will stress that ordinary methods 
of air forwarding have become 


outmoded and that the airlines 
have advanced in efficiency and 
capacity. 

J. M. Mathes Inc. is the agency 
Bureau of Advertising 
Promotes Robert Moore 

Robert L. Moore, a sales execu- 


tive with the Bureau of Advertis-: 
American’! 


ing, 
Newspaper Pub- 
lishers Assn., 
since 1948, has 
been appointed 
eastern manager 
of national sales. 
He succeeds Don- 
ald Q. Coster, 
who has resigned 
and will an- 
nounce his plans 
later 


Robert Moor Before joining 
: * the BofA, Mr. 
Moore was an executive in the 


marketing and merchandising de- 
partment of Batten, Barton, Dur- 
stine & Osborn. Prior to that he 
was with the A. C. Nielsen Co. 


59 


National Distillers Names Two 

W. K. Harnew has been ap- 
pointed assistant advertising and 
sales promotion manager of Ken- 
tucky contract brands and Old 
Crow for National Distillers Prod- 
ucts Corp., New York. He was for- 
merly assistant to John S. Graetzer 
Jr., sales promotion manager for 
National Distillers’ other domesiic 
brands. Mr. Harnew succeeds John 
A. Farrell, who has been made as- 
sistant to William T. Brigham for 
sale of Kentucky contract brands 
and Old Crow 


CofC Appoints Story 

Robert C. Story, formerly man- 
ager of world trade and marketing 
department of the Seattle Chamber 
of Commerce, has been named ex- 
ecutive secretary of the American 
Chamber of Commerce in Japan, 
effective May 10. He will make his 
headquarters in Tokyo. 


Litho Clubs to Meet 


The sixth annual convention of 
the National Assn. of Litho Clubs 
will be held at the Hotel Cleve- 
land, May 11-12. 


The COURIER- EXPRESS 


SELLS 


WESTERN NEW YORK 


Because WESTERN N. Y. 
1S SOLD ON THE 
COURIER-EXPRESS 


ONE REASON is that in ade 


dition to outstanding news 
coverage, this fine paper 
carries a choice selection of 
nationally known feature 
writers and leading comics. 


OUTSTANDING WRITERS 


Drew Pearson 
Walter Lippman 
Ed Sullivan 


Josephine Lowman 
Bugs Boer 
Robert C. Ruark 


Joseph ond Eleanor Roosevelt 
Stewart Alsop Heddo Hopper 
Henry Mclemore Alice Hughes 


THE PROOF is found in 


the fact that the circulation of 


the Sunday Courier-Express* 
is the largest in the eight 
Western New York counties 
which constitute the Buffalo 
market...and that the morning 
Courier-Express is widely rec- 
ognized as the best key to sales 
to those families with the 
most money to spend. 

* 290,348 ABC Audit, 9/30/50 


COLOR 


for Greater Selling Power 


Full color (two, three or four) 
available weekdays... black 
plus one color, Sundays. 


BUFFALO = 
COURIER 
EXPRESS 


Western New York's Only Morning 
ond Sunday Newspoper 
REPRESENTATIVES 
OSBORN, SCOLARO, MEEKER & SCOTT 


It Gets Results Because It 
Gets Read Thoroughly 
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Packaged goods or big units, it gets 


the volume you want- 


You CAN SELL more retailers and 
more volume per retailer when 
your brand is one their custom- 
ers want to buy. To get retailers 
to take on your brand—and to 
keep it—-your advertising should 
be planned and used to build a 
It should 


deliver consumers at the store 


consumer franchise. 


with an active preference for 
your brand. 

Token advertising is not 
enough. To impress retailers 
your advertising must impress 
their customers. It must win an 
important share of the day-to- 


day buying by consumers in the 


Chicago 
A. \\. Dreier 
1333 Tribune Tewer 


New York City 
E. P. Struhsacker 
220 E. 42nd St 


face of competitive promotion. 
The Chicago Tribune has worked 
out a procedure that answers the 
need of manufacturers to base 
their production and selling on ac- 
tual conditions at the retail level. 
It is tied into the retailer's 
need for greater volume and his 
increasing attention to self serv- 
ice and simplified inventories. 
Because it is in line with their 
thinking, the plan has the active 
support of retailers. It earns 
better store displays and shelf 
position. It gets greater effi- 
ciency from the work of your 


sales staff. It involves no special 


deals or discounts or prices. 

While the plan is geared in 
Chicago to the Chicago situation 
it can be used in any market. It 
applies to big units as well as to 
packaged goods. It is designed to 
get immediate sales volume. It 
can build the strong brand posi- 
tion on which you can rely for 
expansion. 

Here is the kind of a program 
that makes sense today. It is 
proved. Others have used it. You 
can put it to work for you. A 
Tribune representative will be 
glad to talk to you. Why not ask 


him to eall? 


icago Tribune 


THE WORLD'S GREATEST NEWSPAPER 


CHICAGO TRIBUNE REPRESENTATIVES: 
Detroit 

W. E. Bates 
Penobscot Bldg 


San Francisco 


155 Montgomery St. 


Fitzpatrick A Chamberlin 


Los Angeles 
Fitzpatrick & Chamberti 
1127 Wilshire Bivd 


MEMBER: FIRST 3 MARKETS GROUP AND METROPOLITAN SUNDAY NEWSPAPERS, INC. 
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